Reel” tt, SCREEN AD RATE BASIS CHANGED: 
er NEWSPRINT—OUTLOOK GLOOMY 


Advertiser's 
Weekly 


THE ORGAN OF BRITISH ADVERTISING 


“52 weeks advertising...” 


(murmured Punch) 


** That's what we want 


but we can't afford it,” 


(complained the client) 
* Our appropriation is 
only about £2,000.” 


“ That'll cover it,’’ (said Punch) 


“It goes nowhere these days,” 
(whined the client) 


an an ie 


“It goes in Punch,” 
(said Punch) 


“It gets you continuous readership,” 
(said Punch) 


“Punch is being read every day,” 
(said Punch) 


“In stately homes and 
unstately homes,”’ (said Punch) 
“Everywhere. By everyone. 
By Jove, you get 
your moneysworth when 


you spend £2,100 on... 


12 half-pages in Punch” (saia Punch) 


ERTISEMENT MANAGER, ‘PUN 


H 10, BOUVERIE STREET, E.C.4 ~ENTRAL 916! 
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TV ‘important 
sales tool’ 
says US expert 


An American television expert 
believes that the pattern of com- 
mercial television in Britain will 
have a marked effect: on the 
methods adopted on the Conti- 
nent. 

He is Frank White, who is 
chairman of McCann-Erickson 
Corporation (International) and 
has served as president of the 
National Broadcasting Company 
and the Mutual Broadcasting 
System. Mr. White has been 
visiting his agency’s companies 
here and on the Continent to 
study the problems that will arise 
when commercial television 
becomes a reality. 

He believes that the shortage 
of advertising space in news- 
papers and the fact that there 

ill be only one commercial TV 
channel will ensure a big demand 
for advertising time on the air. 

Commercial television is one 
of the most important sales tools 
available and sells more goods 
at a smaller cost per 
he claims, 

W. E. McKeachie, chairman 
of MecCann-Erickson in this 
country, said that when com- 
mercial television arrives here 
his agency is “pretty well 
equipped to jump into action.” 


Hopes for paper trade 


stability 


Hopes that the greater stability 
olden | in the paper making in- 
dustry in the past year will con- 
tinue are expressed Lord 
Cornwallis of Linton, chairman 
of Albert E. Reed and Co., in his 
annual statement to stockholders. 

The company’s current assets 
rose from 12 million to 
£14,500,000, 


To The Editor.. 


Why PR job is 
honorary 


Sm,—In a letter in your 
columns last week John Murphy 
asked why the Institute of Public 
Relations has an honorary press 
officer? He went on to ask if 
one of the aims of the Institute 
was not to raise the economic 
status of its members. 

The Institute of Public Rela- 
tions has made great strides since 
its foundation six years a 
progress which has only Sion 

possible by the devoted 
services, given voluntarily and 
unstintingly, by many of its mem- 
bers, who have the cause of 
public relations at heart. 

For five years it had no general 
secretary or office headquarters 
officially; during those years, 


THIS WEEK 
Photograph of ~ month—page 


NEXT WEEK 
Survey of West African markets 
and media. 


however, it benefited from the 
tireless and inspired services of 
an honorary secretary. Last year 
it was able to appoint a general 
secretary and to establish office 
headquarters. 

For several years it has had the 
services-——in turn-—of various 
honorary press officers; and one 
day, no doubt, it will be able to 
convert this important post into a 
paid appointment. 

Mr. Murphy's last question 


was: “What would happen if 
industry as a whole adopted a 
policy of honorary press 
officers?” This extraordinary 
question requires no answer. 
R. A. PaGetT-Cooxe. 

Chairman of Council, 

Institute of Public Relations. 

(This correspondence is now 
closed .—Editor.) 


> 
The vertical TV 
* > 
principle 

Sin,—We would like to refute 
categorically the statement in the 
House of Commons by Mr. 
Mayhew that this Association “is 
now openly campaigning for a 
commercial monopoly in tele- 
vision. .. . The argument put 
forward is that TV will not 
otherwise pay.” 

Although we believe in the 
vertical principle of one-station- 
one-contractor never have we 
fought this case on the basis that 
the new service could not other- 
wise be made to pay. 

It has been argued that to 
allocate one contractor to one 
station would establish regional 
monopolies. The regional pro- 
gramme contractor will be in 
competition with the B.B.C., and 
within a very short space of time 
we hope in competition with 
other local contractors. Lack of 
space in the frequency spectrum 
prevents the immediate establish- 
ment of a plethora of regional 
stations, but one per area is 
better than none. 

RONALD SIMMS. 
Secreta 


Popu ar Television Association. 


Twenty-five years ago 


July 1929 


The G.P.O. banned — adver- 
ts in all office 
gutmentons. 


* ab 
Nearly 250 British delegates 
booked for an international adver- 
tising | in Berlin the 
following month 
* * * 

In the classified columns of 
Apvertiser’s WEEKLY a 29-year-old 
copywriter with seven years’ experi- 
ence—‘‘at well-known agencies, has 
written for numerous ‘household 


at 1, 


Provincial newspaper proprietors 
formulated a standard agreement 
for space representatives. 

ok 


* 

Anglo-Persian Oil Co. Ltd., 
launched their biggest ever cam- 
paigp to announce the new B.P. 
motor spirit. The schedule included 
over 260 daily, evening and weekly 
newspapers. 

tk a ak 

T. B. Lawrence founded the Fleet 
Street Choir. 

ok ot ok 

“America is beginning to regard 
advertising as a om rather than 
a religion,” stated W. J. Donald, 
— manager of the American 

anagement Association, at a 
meeting of the Inco Sales 
Managers’ Association. 

od ok ok 

Advertising Novelties Ltd. was 

registered as a private company. 


Mixing drinks 
Sir,—Worse, far worse in my 
estimation, than the “corn” of 
which Copytaster and B. B. 
Sykes (June 24) complain, is the 
rash of “More than . . .” now 
appearing. 
The latest of these “grammar 
‘orrors” is the one in my local 
which mixes me up with beer by 
saying, “More people drink .. . 
than any other brown ale.” 
Inchoholic, shir, thash wa’ ‘tis. 
Might almost shay, “More Scotch 
is drunk (hic) than any other 
pipple.” ‘Scushe me. 
C. H. L. Venn. 
115 St. George’s aire 
London, S.W.1 


Looking around for 
new ideas—1932 


Sir,—Your “Comment” last 
week interested me no. end. 
On looking through some old 
papers in connection with the 
activities of the Publicity Club of 
Glasgow, I came across a Club 
Bulletin dated October 1932, and 
the following appeared over my 
signature as president: “A word 
on the Convention may not be 
out of place. Ho 7m for inspira- 
tion and new ideas along the 
line of trade development were 
disappointing. There was no 
reall big idea—no fresh angle 

e problems facing industry 
maim df future Conventions are 
to be more than mere social 
events, we shall all have to put on 
our thinking caps. The executive 
of the Advertising Association is 
certainly looking around for 
ideas, and if any of our members 
have suggestions for the improve- 
ment of Convention programmes, 
I shall be happy to pass them on 
to the right quarter. Now—let’s 
see what we can do!” 

J. D. MivrcHet. 
Mitchells Advertising 
Service Ltd., 
Glasgow. 


Wamerer T's. 


(showcards) 


| MANCHESTER 
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SAMPLE & CIRCULAR 
DISTRIBUTION 
IN GREAT BRITAIN 


A new book for 
all advertising managers 


and marketing specialists 


This new publication is a complete guide to household distribution 
throughout the country. 64 pages of text and tables give up-to- 
date marketing information on households. Tables indicate the 
number of houses in the entire U.K. where personal delivery can 
be effected, the approximate time and the percentage of distribution 
obtained against the number of dwellings in the area, based on the 
local rating return as at December 31st, 1953. 

In additiun, tables are also given for the amount of direct mailing 
required in rural areas where house-to-house distribution cannot 
be effected. The information given on housing is the most up-to- 
date available in the country. The book is available free of charge 
to advertising managers and marketing specialists who are interested 
in house-to-house circularising and sampling. 


CIRCULAR DISTRIBUTORS 


LIMITED 
21 LEIGH STREET, LIVERPOOL TELEPHONE: ROYAL 8861 
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NET | SALES 


1,842, 


"Page Rate 8660 


SS THAN, 7/2 PER PAGE PER THOUSAND 


Here is a firm foundation for nationwide 
campaigns. A vast, all feminine market, with 
a huge potential from its loyal readership. 
A medium unchallenged for its pulling 

power, WOMAN’S WEEKLY is 
amazingly economical, giving 
tremendous coverage at very low cost. 


Book early for 1955 


Pay The demand for space for the remainder 


of 1954 is likely to exceed supply, but every 
endeavour will be made to meet 


requirements fairly. 
A Wi QURNIETT, Advertiseinént Director, 


THE AMALGAMATED: PRESS LIMITED, THE FLERTWAY HOUSéE, 
FARUNGDOMN ST., LONDGM, ECA) CENTRAL 8280 
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PMG suggests group TV ads 


New evening 


for Dublin | 


| 
| 
| 
| 
| Confirmation an _ 
| were being made to launch a 
| new evening newspaper in 
Dublin was given by J. E. 


McEllin, chairman of Irish 


Press Ltd. at his company’s | 


| annual meeting on Saturday. 
“It is hoped to produce a 
| first-class evening newspaper 
before we assemble again at 
our annual meeting next 
l year, " he said 
“As yet, however, it is ‘pre- 
| mature to mention’ a precise 
| date until further progress has 
| been made with the reorgani- 
sation of our various depart- 
ments and the reconstruction 
| at present in progress of our 
| premises at Burgh Quay.” 
Bel 


Bemrose to print 


‘Picture Posi’ 


Hulton Press have made new 
arrangements for the printing of 
Picture Post. 

A Hulton statement issued this 
week says that after long nego- 
tiations they felt unable to agree 
to the terms proposed by Sun 
Printers Ltd. for the An of 
the contract. 

The printing of the magazine 
will be undertaken by the photo- 
gravure firm, Eric Bemrose Ltd. 

Eric Bemrose Lid. is owned 
by Eric Bemrose, Hulton Press 
and the News of the World. 
Mr. Bemrose is a director of 
Hulton Press. 

Contracts with Sun Printers Ltd. 
for the printing of The Farmers’ 
Weekly and Housewife have been 
renewed. 


Large spaces for 
new Hudnut range 


A campaign using large spaces 
in national dailies and Sundays 
and women’s magazines will 
break this month for the Richard 
Hudnut Cosmetic Range, a com- 
plete new range of products. 
fae are Armstrong-Warden 


—_— 


for small firms 


SHARP RETORT TO ‘RAMP’ CRITICS 
AT ISBA ANNUAL LUNCHEON 


A HARD-HITTING retort to those who allege that 

commercial television is an “advertisers’ ramp” was 
given by the Postmaster-General, Earl De La Warr, at the 
annual luncheon of the Incorporated Society of British 


Advertisers on Tuesday. 

Never at any time had adver- 
tisers, or the Association, pressed 
for what the Government was 
proposing to do, he emphasised. 

ey had merely said that if 
Parliament desired to go ahead 
with this proposition, they were 
anxious to play their part in 
seeing that it continued in 
accordance with highest 
standards. 

It had been said that adver- 
tisers were going to exercise 
pressure on the programme con- 
tractors. But w were they 
SS to ._- together for that 

ere they not adver- 
fising hayes quite different markets? 
It was true that gy # wanted 
people to look at ir pro- 
grammes, and they might want 
these programmes to be popular. 
But that was what the B.B.C. 
also wanted. 


Research problems 


Earl De La Warr foresaw that 
Sie te “a ap H 
said. the SBA. should “tackle 


the problem of listener research. 
Commercial television would 
provide a great opportunity, not 
only to increase entertainment and 
to sell British wares by adver- 
age he a new medium, but also 
w that we had our own 
way of doing things in this 
country. And that way meant 
that competitive private enter- 
prise, as well as State mono- 
polies, could be trusted to do 
things decently. 


Selling days ahead 


Lord De La Warr had begun 
his speech by reminding his 
audience that the G.P.O. were 
fairly considerable advertisers. 
They looked forward to the day 
when they could start ing to 
sell telephones instead of trying 
to persuade people not to have 
them. Already they were letting 
space in their telephone kiosks 
and telephone books. 

P. G. E. Warburton, who had 
just been re-elected the Society's 
president also personally wel- 

@ Continued on page 35 


Fall colour for 
. ‘Two Freds 


e annual “Two Freds” cricket 
match in aid of the National 
Advertising Benevolent Society 
will take place on Wednesday, 
September 8, at Hurlingham. 
Determined to beat last year's 
record collection of over 
£2,500 the organisers, the 
Fleet Street Column Club, are 
planning a series of revenue- 
producing attractions for ad- 
vertising’s own charity. 


E. Layton. They have pro- 
mised to give the blocks for 
all the 12 pages in full colour 
which are being sold in the 


This is the first time that full 
colour has been available for 
this event, 

Once again John Sime is in 
charge of the programme. He 
appeals to those wishing to 
take space to contact him, c/o 
ADVERTISER'S WEEKLY, 180 
Fleet Street, London, E.C.4, 
(CHAncery 8844.) 


Club becomes an 


association 

The Berks and Bucks Publicity 
Club is to change its name to the 
Berks and Bucks Publicity 
Association, This decision was 
taken at a special meeting which 
preceded the club's annual meet- 
ing. New chairman is John F. 
Derry. 
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Should Govt. back export 


market ‘shop window’? 
T WO questions are (oo by the British Chamber of Com- 


merce in Portuga 


following the abandonment for lack 


of funds of the proposed British Trades Fair in Lisbon: 
Are British manutacturers losing ta:th in exhibitions? 
Should the Government shouider some of the financial 

responsibility for trade fairs in export markets? 


X and Y-Front 
in petition 


Two prominent manufacturers 
in the woollen trade are the 
principal parties in a petition for 
suspension and interdict being 
heard in the Court of Session, 
Edinburgh, this week. 

Lyle Scott Ltd., of Hawick, 
and Coopers Inc. of Wisconsin, 
U.S.A., the petitioners, are ask- 
ing the Court to prevent Wolsey 
Ltd., of Leicester, and Thornton 
& Co., Ltd, of Edinburgh, the 
respondents, from supplying, sell- 
ing and advertising in Scotland a 
stated type of men's underwear 
on the grounds that the under- 
wear concerned is alleged to be 
an infringement of the peti- 
tioners’ patent. 

Wolsey Lid. deny that they 
have infringed the patent and 
maintain that in any event 
patent is invalid. 

On December 16, 1953, Lord 
Hill Watson refused a motion by 
the petitioners for interim inter- 
dict on an undertaking bein 
given by counsel for the respond- 
ents that they would maintain 
accounts of all sales in Scotland 
of the artieles complained of. 

Lyle & Scott's article is known 
as “Y-Front.” Messrs. Wolsey 
market theirs under the descrip- 
tion of “X-Front.” 

The case is expected to last a 
fortnight. 


Quaker sponsor 
cycle race 


amateur eight-day cycle race 
round Brita Route for the 
Amateur Circuit of Britain 
will be: Southall, Nottingham, 
Scarborough, Morecambe, 
Rhyl, Aberystwyth, Chelten- 
ham, Weston - super - Mare, 
Southall—from August 14-21. 


Racing Cyclists, it will have 
80 competitors. They will 
compete for the Quaker Oats 
Challenge Trophy, and other 
prizes worth £500. All 
expenses of organising the 
event will be paid by the 


The P.R. Group of Foote, 
Cone & Belding Lid. are 
assist both Quaker Oats 
Lid. the British League of 
Racing Cyclists in public 


relations aspects of the event. 


In a bulletin issued by the 
British Chamber of Commerce 
in Portugal, figures are quoted 
showing that Britain is in danger 
of losing her traditional place as 
leader among the nations import- 
ing into Portugal—a country 
that has to import most things, 
particularly manufactured goods. 

Top of the list of British pro- 
ducts losing ground are cars. 
Last year, for the first time since 
1938, more German cars than 
British were imported into Portu- 
gal, although Britain still held 
the lead in respect of trucks. 

The bulletin says: “The good- 
will which Britain enjoys in 
Portugal was greater than ever 
during the years immediately 
after World War Il, and the 
exhibition was intended to con- 
solidate her position 

“The project came near to 
success, for the volume of tenta- 
tive bookings received from the 
local agents of a representative 
cross-section of British industry, 
with the notable exception of the 
motor car trade, amounted to 
double the total area of the 
British exhibition held in Zurich 
last year, 


Unbridgeable gap 

“However, an  unbridgeable 
gap of £8,000 finally separated 
the project from realisation. Our 
members and associates, a num- 
ber of whom had =! con- 
tributed most of the funds (the 
balance being donated by the 
London Chamber of Commerce) 
covering the preliminary ex- 

nses, had no option but re- 
uctantly to abandon a notable 
enterprise in the history of the 
British trading community in 
Portugal. ; 

“Troubled by the progress of 
other countries, especially Ger- 
many, the Chamber was promp- 
ted to attempt to provide a large 
shop window in Lisbon. There 
can only be regret that British 
industry as a whole did not 
choose to take advantage of the 
opportunity to fill the window 
with goods. 

“Had the exhibition, sup- 
ported by the cultural and social 
events, taken place, Great Britain 
would have gained not only in 
trade but also in prestige. But, 
let it be acknowledged, the cost 
would have been borne almost 
entirely by who had 
bought space. 


“It is open to question whether 
the British Government ought 
not to amend its traditional 
ae of allowing the financial 
urden of such projects to rest 
entirely on a few private firms 
and individuals.” 


Jury 1, 1954 


Closed-circult TV camera turns en the top table film men at a cinema industry 
luncheon. 


‘We'll meet TV challenge’ 
—Theatre Publicity chief 


“There is no doubt that com- 
mercial television is going to 
take some of the money off 
film advertising—Il would say 
some of the top money, if | 
may hazard a guess—but it 
will let in on the visual 
medium numbers of others 
who have considered film ad- 
vertising to be too expensive. 
So, as we may lose something 
out of the top rack we shall 
gain in other directions.” 

This faith in the future of screen 
advertising was expressed by 
Gerard Holdsworth, managing 
director, Theatre Publicity Ltd., 
at a tuncheon given by 
Langford & Co., a subsidiary 
company, during the Cinema 
Exhibitors’ Association Con- 
vention at Harrogate last week. 

The restaurant of the Majestic 
Hotel where the luncheon 


took place was “L” shaped, 
which meant that 300 of the 
700 guests would be unable to 
view the ‘proceedings at the 
top table. TV solved the prob- 
lem. 

Cintel Ltd. rigged up a closed 
circuit and unsighted guests 
saw the top table on a 12 ft. 
by 9 ft. screen. Speakers 
appear twice as large as life. 

A film correspondent writes: 
“One thing that will have to 
be watched by speakers should 
‘top-table TV’ become general 
is clothes. One speaker wore 
a white soft shirt and his tie 
was very light grey. The result 
was that on the TV screen the 
tie merged into the shirt and 
gave the impression he wore 

- no tie at all! But the whole 
affair was a trlumph of 
ingenuity and showmanship.” 


Basis of screen advertising 


rates Is 


In line with the fall in cinema 
attendances, those screen ad- 
jt age Teg who base 
their charges on the percen- 
tage of attendances ] next 
year work on the figure of 33+ 
oy cent, instead of the present 

5 per cent. 

The new figure will apply in all 
contracts coming into operation 
as from January, 1955. 

A statement by the Screen Ad- 
vertising Association recalls 
that the figure of .35 per cent 
was based on the Board of 
Trade statistics for 1950 on 
which the proportion. of the 
average weekly admissions to 
the potential capacity of all 
cinemas, in terms of seat per- 
formances per week, was cal- 
culated at 35.6 per cent, the 
figure of 35 per cent being 
applied to leave a “cushion” 
to take care of any minor drop 
in the percentage figure. 

When the position was discussed 
by the Screen Advertising 
Association and the  Incor- 
porated Society of British 


revised 


Advertisers in January of this 
year, the S.A.A. made it clear 
that the percentage figure 
would be reviewed when the 
Board of Trade statistics for 
the full year 1953 were pub- 
lished. ese statistics showed 
that, during 1953, the average 
percentage of attendances to 
the potential capacity of all 
cinemas in the United King- 
dom was 33.7 per cent. The 
S.A.A. had therefore decided 
that the percentage figure on 
which charges to advertisers 
were based should be lowered 
to meet the change in the 
situation. 

It had been decided that pro- 
vision should again be made 
for a “cushion” to take up 
any possible slight drop in the 
ata figure which might 
occur—although indications 
were that there had been a 
stay in the fall in admissions. 
In the last quarter of 1953 they 
had, in fact, increased as com- 


pared with the corresponding 
quarter in 1952. 
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NEWSPRINT PESSIMISM: ‘STOCKS FALLING, | 


A not-very 
on newsprint supplies has been 
issued by F. P. Bishop, M.P., 
chairman of 
Committee. 

Mr. Bishop says: “The rise in 


tinuous and stocks have fallen 
to little more than four weeks’ 
supply. If consumption con- 
tinues at its present level the 
extra 25,000 tons we have been 


a to import from 
Canada in the second half of 
1954 will be entirely absorbed, 
and the margin of supply avail- 
able for building up stocks will 
be very small. 

“The Committee regret, therefore, 
that they are not able to 


the 12 weeks prescribed by the 
Order. This matter is, how- 


Gold trophy for the best 
ad of the year 


C. & E. Layton, the bi 


and stereo- 


typesetters 
typers, have issued further details of their proposal (exclusively 


reported in “Advertiser's Weekly,” 


May 6) to improve the 


quality of graphic arts in advertising by establishing a yearly 
“Oscar” to cost £500 and other awards to cost £1,000. 


The main trophy—a model in 
ne from a design by Cecil 

eyer, executed by the Gold- 
smiths and Silversmiths Com- 
pany—will be awarded to the 
advertising agency for the adver- 
tisement which, in the opinion of 
the panel of judges, is the best 
produced and published during 
1954 in pn letterpress publica- 
tion on sale to the public in 
Great Britain and Northern 
Ireland. 

In addition there will be 
smaller replicas of the main 
trophy for the agents responsible 
for the best advertisements in 
each of the following groups not 


covered by the main trophy. 
Food, drink, tobacco, chocolates 
and confectionery; textiles, 


fashions, men’s and women's 
clothing, boots and shoes, store 
advertisements, furnishings, etc.; 
household and toilet soaps, 
detergents, cosmetics, perfumery 
and toilet articles generally; 
vehicles of all types, including 
aeroplanes, petrol, oil, tyres, 
mechanica] household appliances, 
etc.; and institutional and 
er advertising coveri 
nking, insurance, travel, 
advertising of any form of goods 
or service, etc., not included or 
designated in the other groups. 

Recognised advertising agen- 
cies may enter advertisements 
produced for one or more 
different clients in any or all of 
the appropriate five groups. 
Each agency, however,’ is 
restricted to one -_y in respect 
of any one particular advertiser 
in that group. 

It is emphasised that entries 
are not restricted in any way to 
work which has been handled 
by any particular process en- 
graving or typesetting house. 

All entries should be submitted 
during January, 1955, to 
Drummond Armstrong, director, 
Institute of Incorporated Prac- 
titioners in Advertising. 

The j panel will consist 


of no fewer than five and no 
more than 12 persons nominated 


by: the presidents of the Adver- 
tising Creative Circle, Incor- 
porated Society of British 


Advertisers, Institute of Incor- 
porated Practitioners in Adver- 
tising, Monotype Corporation, 
Newspaper Proprietors’ Associa- 


tion, Newspaper Society and 
Society of T raphical De- 
signers; the chairmen of the 


Advertising Association, Council 
of Industrial Design and Society 
of Industrial Artists; and the 
editors of ADVERTISER'S WEEKLY 
and World's Press News. 


David Hughes 

year-old Stanley Franti of Birmin 

ham who won the first prize of £10 

in the Mason competition, - 
Mason is in the background 


congratulates 13- 


Mickey Mason sells 


soft drinks 

White Advertising of Birming- 
ham secured services of 
Birmingham singer David 
Hughes for their clients, eo 
soft drinks of Smethwick, 
recent prize resentation. 

“Mickey ason”—an_ inven- 
tion of White Advertising—is 
being used in advertising Mason’ “4 
soft drinks to children 
competition—Mickey ee 
Mystery Message — 
over 500 entries. 


NO ASSURANCE FROM HOME MILLS’ 


ever, still under review and 


have sow approved extra im- 
ports of 50,000 tons from 
Canada and 50,000 tons from 
non-dollar sources. The British 
mills, on which we have also 
been counting for some in- 
crease in supplies next year, 
have not so far been able to 
give us any assurance that 
these will be forthcoming. 

“It is therefore too soon to ven- 
ture any definite opinion as to 
the prospects of greater free- 
dom in consumption next year. 
Much will depend upon the 
level of demand, which at 
present shows no sign of dim- 
inishing.” 

Newsprint users have been 
warned that the rules of the 
Rationing Committee remain 
in force “and should be strictly 
observed in order to prevent 
waste, as any further fall in 
stocks would imperil the 
present page ration.” 

The new rationing period will be 
a period of twelve weeks which 
began at noon on Sunday, 
June 27, and which will end at 
noon on Sunday, September 19. 

The Control of Paper (News- 
papers) (Economy) Order, 1953 
wong = the maximum num- 

of pages which may be 
published by newspapers in 
each price group during the 
od, and explanatory tables 

ve been sent to publishers. 

The permitted paging may be 
used as desired within the 

, but the maximum num- 

of pages indicated in the 

table must not be exceeded, 

except where a special licence 

has been granted by the 
Ministry of Materials. 
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Ads dispel 
‘parasites 


allegations 


The way the power of publicity 
is depettine prejudices against the 
wholesale grocer was praised by 
speakers at the annual confer- 
ence in Cardiff of the National 
Federation of Wholesale Grocers. 

During the past year, the 
Federation has undertaken an 
advertising and public reiations 
campaign, to dispel the idea that 
the wholesaler is just a parasitic 
“middleman” and to put over 
within the grocery trade his true 
functions in the chain of distri- 
bution, 

Selwyn H. W. Pumphrey, the 
retiring President of the Federa- 
tion, recalled the position before 
the publicity campaign started 


UNDER FIRE 

“An entirely wrong impression 
existed of the wholesale trade,” 
he said. “The middleman was 
under constant fire. We were 
condemned out of hand simply 
because no one understood the 
indispensibility of our service. 
And we did not defend ourselves 
as eloquently as we might, 

“The only way to correct these 
impressions is to recognise their 
existence, Publicity is a con- 
scious effort to create, among 
others, a true picture of our 
character, to your own @ 

Major BE Edwards, the in- 
coming president, hn» “ inaugural 
address, also of the 
achievements of ‘ o Rederation’e 
publicity campaign ‘n clearing up 
some of the miusunderstandings 
between grocery manufacturers 
and the wholesale trade, 

Advertising and public rela- 


tions for Federation is 
handled by Napper, Stinton, 
Woolley, Ltd, 


15 foot rule leads to new poster 


* + 
site dispute 

Windsor’s town planning com- 
mittee have expressed concern 
about a number of Coca-Cola 
and Pepsi-Cola advertisements 
that have been erected in the 
town without permission. 

The committee reports that 
four applications have recently 
been submitted in respect of 
certain Coca-Cola advertisements, 
but Pepsi-Cola have contended 
that all their advertisements are 


erected at a height not greater 
than the 15 ft. allowed by the 
advertisement regulations, and 


accordingly no consent is re- 
quired. The county Pome 
officer has reported 
county planning committee is 
similarly concerned and that 
county officers would be willing 
to collaborate in dealing with the 
problem. 

A legal expert states: “If the 
commodity advertised is sold on 


at Windsor 


the premises and the advertise- 
ment conforms to certain stipula- 
tions—one of which is that the 
PY fm not be more than 
above the ground—the 
toa then comes within 
certain specified classes for which 
‘consent is deemed.” When the 
advertisement is displayed, how- 
ever, it is open to the local plan- 
ning authority to serve a notice 
on the advertiser asking for an 
application for express consent. 
he matter can then be gee | 
if necessary, to the Ministry 
Housing and Local Govern- 
ment.” 


A spokesman of Windsor 
Borough Council said the Coun- 
cil might consider applying for 
the ol part of the town to be 
made a “special area,” bat he 
hoped this would not be neces- 
sary. 
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200 YEARS OLD TO-MORROW 


How ads helped build 
the * Yorkshire Post’ 


To-morrow (Friday) the 
“Yorkshire Post” is 200 years 
old, The role which the adver- 
tisements have yed in the 
development of this great news- 
paper from the first appearance 
of “The Leedes Intelligencer” (as 
it was named for 112 years) is 
described in a commemorative 
book, “The Yorkshire Post: Two 
Centuries,” written by Mildred A. 
Gibb, Frank Beckwith and mem- 
bers of the editorial staff of both 
that 
Even 

In its avowed purpose of — 
porting “virtue, rellgion, tre 
manufacture, the maintenance or 
employment of the poor,” the 
Intelligencer encountered certain 
impediments, chief of which were 
the taxes on paper, on advertise- 
ments, and on newspapers as 
such—"duties levied by govern- 
ments less desirous of obtaining 
revenue than of curbing 
influence of the press.” 


Puffs for medicines 


The Intelli er began as a 
four-page folio containing three 
columns a page, its two staple 
items being news from the 
London journals, and advertise- 
ments, latter included puffs 
for patent medicines of which the 
paper's proprietors were vendors. 

“From the first, advertisements 
were more or less of a necessity. 
They were subject to a duty of 
is. each from 1712 to 1757, then 
of 2s. from 1757 to 1780, of 
2s. 6d. from 1780 to 1789, and, 
with one of the Intelligencer's 
rare protests, of 3s. until 1815, 
when it became 3s. 6d. Adver- 
tisers were never much deterred 
thereby, but the duty favoured 
the large advertisements over the 
small, as it was levied regardless 
of size.” 


Transformation 


A great deal of social history 
can be read in the advertisements. 
“Information not deemed by the 
editor to be news of general 
interest could find a place as ad- 
vertisement, nor was a Tory 
paper like the Intelligencer above 
inserting a Whi ig po! itical adver- 
tisement, provi it was paid 
for.” Griffith Wright, junior, son 
of the founder, was also agent 
for a lottery, “a form of business 
that thrives on publicity.” It was 
not until 1853 t the tax on ad- 
vertisements was abolished; the 
end of the tax on newspapers as 
such—the “greatest of the taxes 
on knowledge”—-came two years 
later. 

The transformation from the 
weekly Intelligencer into the 
daily Yorkshire Post occurred 
smoothly in 1865, though the 
adoption of the latter title did not 


become definitive until] 1883. The 
early numbers were very slender 
journals, comprising on week- 
days two sheets only; on some 
weekdays the whole front page 
was occupied by advertisements 
and public announcements. But 
more advertisements led to a 
bigger sized on oy and by 1884 
it comprised eight pages on week- 
days and 10 on Saturdays. 

The story of the Yorkshire 
Post as told and illustrated in the 
pages of this book is in no small 
measure the £380 of England 
during the last years. But 
it is also an inspiring example of 
journalistic integrity of which an 
outstanding example was the 
independent attitude of the editor, 
Arthur Mann, during the Abdica- 
tion and the months that led to 
the Munich crisis (writes 
“Contact”), 

North may be proud 

In the words of The Times 
leader last Monday, “it is a 
paper of which all in the North, 
even those on the wrong side of 
the Pennines and of politics, may 
be proud.” 

In the eyes of Yorkshire Post 
readers, the Manchester Guardian 
is presumably on the wrong side 
of the Pennines and of politics, 
and on Monday the Guardian 
had this to say: “The Yorkshire 
Post, with a livelier appearance 
and shorter leading articles, still 
gives prominence to national and 
world news, still has serious com- 
ments on world affairs, and is 
still a distinctive voice. It de- 
serves all the birthday greetings 
that come to it.” 


1908 ACCOUNT 
And still going 
strong... 


During their 50 years of mail- 
order advertising, the fair dealing 
of William Penn Ltd. had done 
advertising a great deal of good, 
Edward Bates, managing director 
of Alfred Bates & Son Ltd., told 
a luncheon to celebrate the 
eee jubilee of William Penn 

ti 


Bates have held the Penn 
account since 1908. 

William Penn, founder of the 
firm and present managing 
director, was the host to repre- 
sentatives of many national 
dailies and weeklies. Also 
present was W. Dealtry, account 
executive. 

Speeches of congratulation 
included one by R. L. Tilley, of 
the News Chronicle. 

The cover of each guest's menu 
was inscribed with the signatures 
of those who had expected to 
attend the luncheon. 
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Part of the staff 7¢ Granthams of Reading, founded § years pow gh In x | 


front centre are 


Buchanan, managing director, and 


Jackson, a director. 


60 YEARS OF GRANTHAMS AT READING 
£100 appropriation grew 
to £6,000 a month 


It was on July 1, 1894, 
that the late A. H. Grantham 
went to Reading as representative 
of the London agency, Bates 
Hendy & Co. Four years later 
he assumed complete control of 
the Reading business, and the 
parent company in London ulti- 
mately ceased to exist. 

A number of Reading busi- 
nesses have been helped to suc- 
cess by Grantham’s advertising. 
Prominent among them was 
Harrison's Po le, known to 
every soldier in the 1914-18 war. 
When this account first came to 
Granthams, Mr. Harrison had 
only £100 to spend on his whole 
enterprise, but before long 
Granthams’ records show that no 
less than £6,000 per month was 
cent on advertising this product. 

tr. Mackenzie's Smelling Salts, 
Selborne, Simonds eading 
Brewery, Suttons Seeds, and the 
Reading and Caversham Laundry 
were other Grantham accounts. 

Miss Jackson’s part 

In 1940 Mr. Grantham died. 
The candle lanterns from the 
pony trap that he used are still 

reserv in the agency. 

hroughout the war years Miss 
M. G. Jackson, who joined 
the business in 1915 as Mr. 
Grantham’s personal secretary, 
continued to operate the busi- 
ness, and, in spite of space- 
buying problems, was remark- 
ably successful in building up 
the press agency side of the 
business. By the end of the war 
Miss Jackson had decided to 
retire for health reasons, but was 
persuaded to join the board of 
directors in July, 1950, when 
Ian F. Buchanan became manag- 
ing director. 
r. Buchanan, who served 
an apprenticeship in printing, 


worked with the Somerville & 
Milne and the McInnes Thomas 
agencies before going as senior 
account executive to Grant Ad- 
vertising of Chicago, for whom 
he went to Calcutta to introduce 
Coca-Cola to India. 

Since he joined Granthams, the 
agency has been reorganised and 
expanded. It still occupies the 
original premises in Valpy 
Street, Reading, but as these are 
no longer able to accommodate 
the studio and accounts depart- 
ment, these have recently moved 
into new premises in Greyfriars 
Road, Reading. 


Miss Gray knows 
the answers 


Glasgow Evening News has 
given a personal touch to the 
publicity for its classified adver- 
tising service. 

An 8 in. double carries a head 
and shoulders picture of a young 
lady at the telephone. Her 
name’s Miss Gray and she’s “at- 
tractive enough to keep the office 
telephone ringin night and day.” 
Under the heading “Something 
To Sell?” readers are invited to 
| any her if they have any- 
thing to sell. 

Copy explains that Miss Gra 
is the Evening News Smalls Ad- 
viser “who deals with articles for 
sale, and articles wanted, If you 
know what you want your ad. to 
say, Miss Gray will copy it down 
as you dictate. Or if you want 
helpful suggestions she will be 
glad to ee on the most telling 

advertising 


Group’s profits up 

Group net profits of United 
Newspapers for 1953 were £166,859 
(as compared with £139,254 the 
previous year). Ordinary dividend 
remains at 20 per cent. 
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Biggest Empire 
print show 
for Britain 


“IPEX,” the 10th International 
Printing, Machinery and Allied 
Trades’ Exhibition, to be held at 
Olympia, London, from July 5-16 
next year, will cover a total hall 
area of 430,000 sq. ft., offeri 
approximately 250,000 sq. ft. o' 
stand space. 

Applications for have 
already been made by over 260 
firms in the U.K. and overseas. 
It is claimed it will be the 
greatest exhibition of printing 
machinery and kindred products 
held in the British 
Commonwealth. 

“IPEX” is open to suppliers of 
machinery and accessories for the 

rinting and allied trades. Paper, 

rd, plastics and converted 
paper products; process engraving 
equipment, cameras; inks and 
rollers; composing room equip- 
ment and printers’ supplies; and 
specialist printing for the trade 
will be amongst other products 
and services represented. 

Display advertisements have 
been taken in the printing trade 
and technical press all over the 
world. 

The exhibition is promoted by 
the Association of British Manu- 
facturers of Printers’ Machinery 
(Proprietary) Ltd. and organised 
by F. W. Bridges & Sons Ltd. 
Press relations officer is D. K. 
Winslow. 


AA booklet on 
contract pitfalls 


Read the Contract First is the 
title of a leaflet to be published 
soon by the Advertising Associa- 
tion. 

It deals in particular with the 
pitfalls which the advertiser may 
encounter in signing contracts 
for advertising space in local 
publications—guide books, direc- 
tories, programmes, etc.—and 
display spaces surrounding public 
clocks, maps, and so on. 

While such media offer a very 
useful service, particularly to the 
smaller advertiser, complaints 
Sey arise from failure to 
understand precisely the terms of 
the contract signed, states the 
Association. It is hoped that the 
leaflet, which may obtained 
free upon application to the 
Association, will help to prevent 
many such misunderstandings in 
the future. 


International event 


in Barcelona 

The Reader's Digest edition in 
Spain gave a dinner on June 18 for 
delegates to the International Con- 
ress of Publicity Clubs meeting in 

rcelona. John H. Davenport, 
advertising director of the Reader's 
Digest in London was the only 
English delegate among more than 
100 guests from many 
countries. 


ADVERTISER'S WEEKLY 


Members of the staff of Stuart Advertising Lid. went to Cliftonville for their annual outing last week. 


“READER'S DIGEST’ PROMOTES UNDERSTANDING GOLF 
The case for advertising 


is explained in India 


Five advertisements are in- 
cluded in the scheme with the 
headings: “Does advertising 
raise standards of living?”, “Does 
advertising really reduce the 
rice?”, “Does advertising in- 
uence quality?”, “Advertise- 
ments? I never read them!”, and 
“Is advertising socially useful?”. 

The advertisements, which 
were produced by the Reader's 
Digest Association Ltd. in this 
country in collaboration with 
their agents, the J. Walter 
Thompson Co., Ltd. use the 
magazine's editorial style make- 
up. 


The copy approach 


Copy lines include: 
“Advertising not nag | spreads 
news of better things, but actu- 
ally helps industry to make them 
available more cheaply, to more 
ple, so that they can live 
uller, pleasanter lives. . . .” 
“Advertising costs you nothing, 
and in many cases it means that 
you pay less for better 


“How do you come to trust a 
certain maker's name? Simply, 
because he is not ashamed of 
ne oe hos od products. 

article i 4 package 
are clearly marked with a brand 
name.... 

“Governments and other orga- 
nisations are increasingly turning 
to advertising as a means o 
communication. By sprea 
information on health and wel- 
fare, and also on agricultural and 
industrial production methods, 
they are raising the standard of 
living: making healthier people 
who are able to produce more, 
and live fuller and happier 


lives... .” 


Each advertisement concludes : 
“And, because the Reader's 
Digest accepts only advertisers of 
repute, you can place extra re- 
liance on the goods and services 
featured in its advertisement 
pages.” 

The advertisements are bei 
reproduced in booklet form an 
circulated to advertisers and 
agents in India as well as adver- 
tisers in this country who are 
interested in the Indian market. 


Odhams 


W. H. Smith & Son's 
Society met Odhams Press Golfing 
Society at the Royal Mid-Surrey 
club. Odhams beat their hosts in 
a foursomes match by three games 
to one, with two halved. They 
were later entertained to dinner. 


Regent Club 


The Regent Golfing Society will 
meet on July 10 at the Home Park 
Golf Club at Hampton Wick. 


CRICKET 


The G, Street cricket team won 
its third game of the season against 
Ripaults Cricket Club. Scores: 
Ripaults 66 (J. Buckingham 4 for 
39; D. Mullett 3 for 13) and Streets 
69 for 3 (S. Aylott 27). 


The president of the Press Golfing Society for its Golden Jubilee Year, the 


Hon, Max Aitken 


has presented a trophy for annual competition, 


Winner 


a the trophy on President's Day this year, held at Walton Heath, was 
. Douglas Caird, who is seen receiving the trophy from the president. 


Also in this 


cture are: in the left foreground Harry Ainsworth, editor of 


“The People’; behind Mr. Max Aitken and the tallest of the group is the 
Hon, P. G. Campbell; on the extreme right in the front row is the 


honorary treasurer of the Society, P. E. 


Verstone, and behind him this 


year's captain, Reg Hinder, P.R.O. of the Gas Council, 


The staff of Heslock Lid., the Leeds 
on 


their annual outing to Whitby. 


The veather ‘wat belliantly” fine" 


was “brilliantly fine.” 
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ADVERTISER'S WEEKLY 


‘Telegraph’ and Amalgamated chairmen 


The new Viscount formerly the Hon. 
Berry, has been elected chairman of the Daily Téegragh th 
was previously deputy chairman. 

The Hon. Michael » deputy editor-in-chief, becomes 
editor-in-chief. 

The other directors are Viscountess Camrose and Lord 

m, who continues as managing director. 

The Hon. Michael Berry has been appointed chairman of 
Amalgamated Press Lid. and Viscount Camrose vice-chairman 
of the company. 


Bristow becomes 


Masius & Fergusson Lid. have 
L. Jackson-F 


¥ “ appointed P, 
os LPE director department » wees wedeas 
OMe Alec Bristow has been appointed 

a director of London Ex- Mrs. 


ya e, Pubiiy 
Ltd. been a ponted 2 ¥ eames 
of Croydon College of A: 


change Ltd. He first joined the ™#@Paget, 


company in 1938 as a copywriter, 
and was responsible for prod 
many of th 
radio programmes 
break of war. 
time with Lintas Ltd. he 
the B.B.C, and from there 
went to Pathé Pictures Ltd., as a 


+ rejoined L, in 1946 to manage 
F the radio ——, and was 
rs later a inte account execu- 
a tive, r Bristow has been a 
é director ices 

A since 195 


gee + + 
3 The British Cycle and Motor 
‘ Cycle Manufacturers’ Union has 
Bi \ nates ... Ly - | 
j riment un direction 
es H Watts. Mr. Watts, an ex- The anareteme soak ul’ place on Satur- 
iF Regu Army officer, has’ recently ts at Yel ‘aul’ s Church, - 
a returned from Australia. visuall of and | tist i < 
a bal * * publicity nd layout arts "1 ? 
L. aoe - gt 4 hig ‘Boilers & Radiators Lid., and Miss 
Dunlop's Dunlopillo division. He Ciwistine Mary Aylett. 
remains a local director of the er Svea . 
division, George F. Carr, who has ve: 
been Dunlopillo — er to 
the wpneneety trade, Mr. 
Harra , once sabes manager. 
Th J apne 


sement 
manager of Timber Technology and 
The Timber Year Book, has become 
engaged to Catherine Wilson, who 
is personal secretary to the editor 
of tthe a Sg Exchange Gazette. 


* . 
James *r. Robinson, formerly 
assistant on “4 with Theatre 


Publicity , joined J. P. 
McNulty & A ton Ltd,, as studio 
manager. 
* * - 
The views on commercial tele- 


northern manager 
s Record” and “Men's 


vision expressed at the Institute of 
Contemporary Art's discussion on 
“Advertising and the Arts,” re- 
rted last week were those of John 
of G. S. Royds, and not of 

i. 8. his brother, of 


+ Si of Dr 
elps his eldest daughter 
June from the 7 ‘or her wedding 
at St. Joseph's, Sale (Cheshire) = 
Geoffrey Kinahan of London. One 
+ Md principal guests was Andrew 
director and general manager. 


H. Watts 


New RT-SA officers 


Members of the Retail Trading- 
Standards Association will be asked 
to confirm the election of four 
new members to the Council of 
ing at the - TF —; meet- 

at Café Ro on Tuesday, 
July 6 are (aed Buckhurst, 
Wr Gandulen & Son Lid. 


director of 
Warner & Sons Ltd. (representing 
the Furnishing Fabric Manufac- 
turers’ Association), John Gooden- 
day, chairman of Kayser Bondor 
Ltd., and J. M. Wood, Co-operative 
Union Ltd. 

a Oo * 


Paty Meat Headley, previous executive 
of T Bench Ltd. and —— 
of Darby Headley Art Services 
joined the executive staff of Richard 
‘otts and Partners Ltd. (See 
ba Personal,” ~~ | 33.) 


aeleter a 


* +. 
W. D. Philli anasing Goacter 
of J. Kitchen’ 4 Sons 


which is a —h F of the idliowe? 
Group, will be  visiti England 
this month. He is Federal Presi- 


dent of the Australian Association 
of National Advertisers. 
* * 
Kyrie Gillespie has resi 


d, after 
three months, 


from Clark 
Matthew ublicity organisation to 
return to full-time editorial work in 
the trade and technical field. 

* * 


J. R. H. Payne-Ross has joi 
Des Advertising Ltd., of New- 
castle-upon-Tyne, as roduction 
manager. He was based in New- 
castle for about a year between 
1952 and 1953 as North-East repre- 
sentative of C. & E. Layton Ltd. 
He then moved to Leeds as assistant 
eneral manager of  Layton’s 

orthern Division but left to go to 
Kingstown Engraving, with whom 
he worked for nine months before 
joining the Doig agency. 

a a * 

Two members of the staff of 
Howards Press Advertising Litd., 
Manchester, became fathers during 
the week leading up to Father's 
Day. H. Falk, a director of 
Howards Publicity Ltd., wus 

resented with a daughter, Amanda 

uise. His wife is daughter of 
the managing director, L. Gilder, 
and was formerly a secretary with 
the Howard Group. Don Howarth, 
assistant studio manager of How- 
ards Press Advertising, became the 
father of a boy, Lewis Dean. 


A. Bristow 


The air hostess welcomes Neil 


McCallum of the Edinburgh agents, 
J. G. McCallum & Co., as 

boards the plane at Turnhouse air- 
port, Edinburgh, en route to 
Amsterdam as the Scottish delegate 
to the International P.E.N. 


‘on- 
gress last week. 
* 7 * 
I. Brooke- a Shell-Mex and 


B.P. retail marketing instructor, has 
been appointed publicity represen- 
tative of the London Division. 


OBITUARIES 
Philip Morton 


Philip Morton, former owner and 
managing director of the Weston- 
super-Mare Gazette, died last week. 
He was 62. 

Mr. Morton acquired control of 
the paper with his. brother, the late 
a in the early 1930s. 
When retired a few years - - 
the paper was merged with 
Weston Mercury and Somersetshire 
Herald. He was a former president 
of the South Western Newspaper 
Proprietors’ Association. 


Mrs. H. G. Poxon 


Mrs. H. G. tone, a director and 
— buyer of National Publicity 
Ltd., died on Tuesday after a 


ms illness. 
tami Birkbeck, as she was more 
~_! known, was with the 
or more than 26 years. 


‘Mrs H. O'Donoghue 


Mrs. Harriet O'Donoghue, wife 
of C. F. 


pA managing 
director of the Drogheda Indepen- 
dent Co., Ltd., and president, Irish 
Master Printers Association, died 


last week. 


* amarante 
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There are more motorbikes 
on the road every day 


It’s a mystery to me how they manage to buy thém. Look at this lot. 
They’re only lads, most of them. 


They may be only lads but they make pretty fair money. Today, you get 
« boy working in a factory where, including overtime, he can make between 
seven and nine pounds a week. He gives his mother a couple of quid and the 
rest is his own. As a matter of fect, according to the Oxford University 
Institute of Statistics, 70% of the motorbikes in the country are owned 
by people earning less than twelve pounds a week. I wouldn’t mind betting 
~ the majority of them are lads like these. 


‘Do you think they buy our products? 


I don’t see why not. They spend quite a bit on other things as well. Clothes, 
entertainment and the like, and when it comes to buying things for the home, 
families such as their's club together. By and large, they're the people with 
the money to spend these days. 


DAILY MIRROR 


AUNLAULNULLUOLL LULL 


ADVERTISER'S WEEKLY 


With the biggest daily 

net sale on earth, the 
DAILY MIRROR offers 
the most powerful mass 
market coverage in 

the history of daily 
newspapers at the lowest 
square inch per 

thousand rate of all 


When planning 

your schedules you 
MUST include 

THE DAILY MIRROR 
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No silly ideas on advertising in nigh ynseee, 
says Hubert Oughton | 


PRESENTATIONS TO IIPA FORMER 
PRESIDENT AND HIS WIFE 


GENEROUS tribute to the three years’ work of Hubert 

Oughton, immediate past president of the Institute of 
Incorporated Practitioners in Advertising was paid by the 
new president, Lt.-Col. Alan M. Wilkinson, at a “Thank you” 


Mr. Oughton’ s cocktail cabinet. 


Fresh idea for 


fishmongers 


Commenting on a full page 
advertisement in a recent issue of 
ADVERTISER'S WEEKLY for 
Robert Sharp & Partners in 
which the slogan “Fresh ideas at 
Sharp's” was spelt out with fish 
laid out on a fishmonger’s slab, 
Fish Trades Gazette states: 

“They wanted to express in the 
most forceful way possible the 
idea of ‘Fresh ideas’ and what 
should they think of but fish... . 

“Point about the whole thing 
is whether fishmongers generally 
realise that if fish can be used 
so successfully to sell something 
else—namely advertising—-how 
much more effectively it should 
be able to be used to advertise 
and sell fish!” 


Morecambe film ? 


Morecambe and Heysham 
Corporation is considering an 
offer by de Lane Lea Films Ltd. 
to make a 40-minute film entitled 
“Miss Britain,” which would 
include references to the resort, 
and in particular to the National 
Bathing Beauty Competition. 


luncheon last week. 

As reported in our last issue, 
Mr. Oughton was presented with 
a cocktail cabinet and his wife 
with a writing desk. Ina s 
of thanks he said he had learnt 
as president that advertising was 
held in esteem in high circles. 

After outlining the develop- 
ment of the LLP.A. since pre- 
war, Col. Wilkinson spoke of the 
major achievements during his 
predecessor's term of office and 
said of Mr. Oughton: “His 
tremendous ren and enthusi- 
asm showed itself in several new 
directions—and at times, it 
seemed, in every direction at 
once! 

“His secretary gave me a copy 
of his diary for 12 months, and 
the total number of events for 
the LL.P.A.—and many of them 
were full one or two-day events 
such as a Visit to a branch or an 
annual general meeting—was 130. 

“Only a man of exceptional 
energy and devotion to the job, 
and hine physical health could 
have carried through such a pro- 
gramme.  Perha his very 
devotion and selflessness is one 
of the reasons why he has been 
able to carry such a load for so 


ong. 
Col. Wilkinson said he hoped 
that the Institute and the Incor- 
porated Society of British Adver- 
Seem would be called upon to act 
as an advisory body on com- 
mercial television. 
“When the full story is told,” 


Odhams report on buying habits 


A comprehensive commodity 
report is issued this week by the 
research section of 
Press, 

Compiled by the same team 
which produced the report on 
cosmetics for Woman, this re- 
port has been prepared for John 
Bull, it explores the purchasin 
habits of readers in the fields o 
boot and shoe polish, dog and 
cat foods, footwear, bicycles, 
razor blades, dentifrice, shaving 
soap, lavatory cleaners and 
holidays. 


The report deals in most cases 
with the extent of use, brands 
bought, prices paid, days of the 
week when purchased, retail 
outlets patronised. 

In the report the figures for 
John Bull readers, in each of the 
tables, are given alongside those 
for the whole country. 

An appendix gives facts about 
the sample and about the ques- 
tionnaires used in the course of 
the surveys. The samples used 
in each survey were around the 
6,000 mark. 


he said, “it will be found that 
the Institute, in common with 
the LS.B.A., has devoted its influ- 
ence and experience in advertis- 
ing to making it possible for the 
new medium to function in this 
country as a real public service, 
as well as in the interests of 
advertisers and their advisers.” 

In 1939, the Institute repre- 
sented 138 member firms and 
453 Fellows and Associates. 
Now there were 216 member 
firms and 769 Fellows and 
Associates; and the income was 
rather more than five times the 
1939 figure. 

Mr. Oughton said one of the 
things he discovered during his 
term as president was that 
serious people, particularly in 
industry and commerce, “have 
no such silly ideas about adver- 
tising as have been expressed by 
archbishops, politicians, and 
others. 

“I was soon to find out in that 
office that one could open doors 
much more easily than one had 
imagined. I also discovered that 
members of the advertising pro- 
fession were held in much higher 
esteem in high circles than the 
reports concerning the television 
debates would lead one to be- 
lieve. Do not be too much mis- 
led by all this silly talk. 

“I like advertising,” Mr. 
Oughton added. “I believe in it. 
I believe in the work of this 
Institute. And I like the people 
in advertising. Al this made 
my task a lot easier.’ 

After paying a tribute to the new 
president; the three vice-presi- 
dents, Hugh Appleton, Harold 
Vernon and Norman Moore; and 
the past and present directors of 
the Institute, Anstice Brown and 
Drummond Armstrong, Mr. 
Oughton said: “The greater the 
status of the Institute, the greater 
its responsibility. Tt is much 
more necessary for us to guard 
jealously our Code of Standards 
of practice than ever before. 

Mrs. Oughton also responded. 

Over 180 Fellows and Associ- 
ates attended the luncheon; 302 
subscribed to the presentation. 


The writing desk presented to Mrs. 
Oughton. 


1953 increase in 
rubber publicity 


The British Rubber Develop- 
ment Board greatly stepped up 
its publicity at home, in the 
U.S.A. and elsewhere during the 
past year. 

The Board’s report for 1953 
shows that during the year the 
number of publications dealing 
with the use of rubber in roads, 
building, engineering, furniture, 
the home, ~ gay footwear, 
railways, and sport, totalled 45, 
in addition to the monthly issue 
of Natural Rubber News and 
the quarterly issue of Rubber 
Developments. 

Half a million publications 
were distributed in the U.S.A., 
South Africa, Australia, Mala 
New Zealand, the U.K. and o 
countries, The public relations 
campaign directed at opinion- 
forming groups in the U.S.A. in- 
cluded monthly advertising in 
leading newspapers, 125 radio 
and television programmes, and 
editorial and film publicity. Lec- 
tures and exhibitions were also 
widely used. Inquiries dealt with 
at the Board’s information ser- 
vices in the U.K. and overseas 
totalled 139,000, as compared 
with 102,000 in 1952. 

In the U.S.A. publicity is car- 
ried out by the Natural Rubber 
Bureau, the Board’s Washington 
office. 


McCann in Brazil 


McCann-Erickson have opened 
new offices in Sao Paulo, Brazil, 
at Rua 7 de Abril 230. They 
have three establishments in 
Brazil, the others being at Rio 
de Janeiro and Curitiba For 
the Sao Paulo opening, the 
president, Marion Harper, went 
from the United States. 


ABC. Figures 
July to Dec. 1953 


CAMBRIDGESHIRE TIMES GROUP 
65,45 


Copies 
Weekly 


London Representative: W. H. WALMSLEY 


69 Fleet Street, E.C.4 
Representative: 


Northern ARNOLD 
64 Cromford House, Manchester 4 Tel. Blackfriars 6987 


Head Office: TIMES BUILDINGS, MARCH 


Tel. March 2368/9 


Tel. Central 9353 
ELLIS 
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HOMAS HENRY COTTON, M.B.E., was 

born in Cheshire and educated at 
Alleyn’s School. Played in the first 
Boys’ Golf Championship in 1921. 
Winner three times of the British Open; 
also won Open Championships of 
Germany (three years in succession), 
Belgium, Italy, Czechoslovakia and 
France. Twice captained Britain’s 
Ryder Cup team. After being invalided 
out of the R.A.F. in 1943 he organised 
130 golf matches from which £70,000 
was collected for war charities. 
Recreations: gardening (not on the 
links) and driving (on the highway 
as well as on the fairway). 


ADVERTISER'S WEEKLY 


| “My Daily Mail by HENRY COTTON 


‘Or COURSE I LIKE THE DAILY MAIL. If you are 
British, if you like fair play and appreciate 
sportsmanship, I do not see how you can fail to like 
this fairminded newspaper. 

My father always took the Daily Mail. I followed 
his example—at first, I suppose, from custom ; but 
now it is part of my day to see what the Mail says about 
everything. 

What pleases me most? The general appearance 
of the paper, for a start—the print, the photographs, 


the ease with which you find your way about its 
columns. ‘Then it has many feature articles which 
interest me. And the sports pages, I think, are great ; 
I wouldn’t miss reading them for worlds, 

I notice, too, that the Daily Mail is always ready 
to encourage the young sportsman. If this country is 
to have a future in sport at least as successful as its 
past we must give all the support we can to young 
players. I appreciate the Daily Mail’s helpful 
attitude.” 
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COMMENT @ 


PUBLIC RELATIONS 
FOR NATION 


Public relations still has many 
enemies, They fall into three 


categories: 

1. The ill-informed who base 
their attacks on the false 
assumption that press relations 
is the sole activity of the busi- 


ness. 

2. Advertising men who fear that 
free editorial publicity may 
affect paid-for advertisi 

3. Last, but by no means 
the inefficient P.R. operator. 

It will not be an impossible task 
to remove the fears of the ad- 
vertising men, nor to weed out 
the charlatans (the Institute of 
Public Relations if = 
these aspects), but it is difficult 

ill-informed 


Government recog- 
nition of advertising and 
public relations as activities 
essential to the economic well- 
being of any free state has 


suggest a Government grant to 
make possible a shop window 
a4 British goods? Certainly 


It vmigh be stupid to 

000 on books for 
a ee a ee 
hibition to boost export sales 
would be a fine form of 
relations for Britain, 


Le the 


12 


Talking Points 


Jury 1, 1954 


Barnum and Bailey touch 


coming back to British advertising? 


UCCESSFUL advertising 

has always had a strong 
element of showmanship. 

True, during the war and 
immediate post-war years, 
sparkling originality gave way 
to drab uniformity—but there 
are signs of a return to gayer 
days in advertising. 

Of course, A reat person- 
alities of the ve not yet 
been re is * There is no 
Charlie igham to write “copy 
while you wait” on an exhibition 
stand... . no Bill Crawford to 
dominate the publicity scene in 
London. 

But do we not detect the be- 

nnings of a return to the old 
ee A Barnum and 
Bailey touch here and there? 


NOT SO GOOD? 
ONSIDER some of the stunts 
running now... . 

Remington offer a week-end in 
Paris to the typist using the oldest 
machine of their make—and a 
new machine for the boss. 

The Evening Standard uses a 
helicopter to boost itself (less 
original than the first elephant in 
the High Street?). 

Hundreds hunt for a needle in 
a hay-stack near St. Paul's and 
boost National Sewing Week. 

Every proud father who adver- 
tises an addition to the quiver 
receives a tube of quick-shave 
cream. 

A free packet of Omo 
pone to every family in A. 


Retailers who boost Idris sales 
most are offered magnificent 
motor cars. 

Was there more 
in the good old days? 


Tex of helicopters brings 
this claim from the News 
Chronicle: 

“This is not the first time 
Fleet Street and helicopters 
have been in the news . . 
newspaper history was made 
on October 26, 1951, when the 
‘Chronicle’ used a Sikorski 
S.51 to rush the Late London 
Edition with the General Elec- 
tion results to the Midlands. 
This was the first time that a 
helicopter was used for disiri- 
bution purposes by a news- 
paper in this country.” 

Quote from page one of the 
1951 Chronicle election issue: 


“The men who fly helicopters 
foresee the day when every news- 
paper will use this kind of trans- 
port on city to city routes all 
over Britain.” 


FIRED WITH INSPIRATION 
ITHIN a few days of a 
factory fire, a Midlands 

manufacturer of consumer goods 
received this letter: 

“Out of calamity it is often 
possible with careful and 
timely publicity to achieve 
great success. 

“We would suggest that the 
adoption of the idea here 
demonstrated, together with 
appropriate — in a sales 
letter, could well be the means 
of obtaining business, and 
should you be interested we 
would be glad of the oppor- 
tunity of handling such a 
scheme on your behalf. 

“You may rest assured that 
we will at all times give you 
courteous and experienced 
attention and be ever watchful 
for opportunities to serve your 
interests.” 

The edges of the letter were 

burned all round! ! 


BIG BOYS’ MEDIUM 
]_ BAber in The Outfitter sug- 
gested: “Only the huge 
multiples and the largest manu- 
facturers will have sufficient 
money to use commercial TV 
and so from almost every aspect 


it would appear that the the 
small man will suffer.” 

The Popular Television Asso- 
ciation cracked back that arrange- 
ments are already planned to 
enable local traders to buy time 
they can afford—provided the 
system is adopted of allocating 
one station to one contractor. 

That puts a finger on the point 
which will dictate the shape of 
TV to come: Are we to have 
the horizontal or vertical stations 
system? 


SOLD OUT! 
OLITICIANS are daily taking 
more interest in marketing—. 
some admittedly only for propa- 
ganda purposes. 
The big question 
many of them a 
fundamentals of sell 
Lord Barnett touch “on this 
point when he toasted the open- 
ing of the new permanent 
engineering exhibition at Bir- 


is: How 
— the 


“Some people talk 
as though selling was an easy 
job. I used to get very angry 
to hear members of the Govern- 
ment talking as though it was so 
easy. Why do not the manu- 
facturers of the country sell 
more and increase their business 
in this, that or the other coun- 
try? The people who say that 
have never sold anything them- 
selves ... they have never even 
tried.” 


TO-MORROW'’'S TOPICS 


® The Institute of Incorporated 
Practitioners in Advertising 
may have to revise its scheme 
for new classes of specialist 
members. The Institute of 
Public Relations has decided 


© Cigarette manufacturers are 
making plans to meet increas- 
ing competition jater in the 
year when the new dollar allo- 
cation will make all brands 
readily available in the home 
market. 

® Coal merchants are 
step up local 
encourage 


to 
icity to 
to stock 


customers 
for the winter following 


®@ French exporters are planning 
a concerted return to the 
British market in the autumn. 
A special “French Fortnight” 
may boost clothes, cheese, 
pottery and wine. 


© Hae chamqnowes Sesee Gums to 
buses im Scotland will mean 
more space and new positions 
for transport advertising. 


® National advertising for meat 
will in the initial stages of de- 
rationing be smaller than an- 
ticipat The suburban and 
provincial press will benefit 
most—from retailer advertising. 


® Mail shots for magazines are 
expected to develop 
novelty lines following the 
arrival on British space buyers’ 
desks of intriguing gimmicks 
from American publications. 


ROUND TABLE 


AVERAGE WEEKLY NET SALE 133,105 
All Brnquiries to Head of Advertisement Dept., B.B.C. Publications, Broadcasting House, Portland Place, London, W.1 
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“MI2ITASVOA 
AJOAMAM 


- national and provincial press advertising campaign 

launched. Posters and films started. Advance bro- 
chures mailed to the Trade describing the Point-of-Sale 
material available. And then you fall down on delivery. 
Why were the Displays late ?” 

How often an Advertising Manager and an Agency 
executive have to face this awkward situation! How often 
has it happened to you? And it can be very serious. 

One of the many things for which we receive bouquets is 
our old-fashioned habit of keeping our promises. But — 
while delivery to time is of great importance—it is, to our 
way of thinking, even more important that Displays, when 
delivered, should get used. 


LEON GOODMAN 


119-125 WHITFIELD STREET 


“Why were the Displays late?” 


ADVERTISER'S WEEKLY 


Ours do! And we should like to tell you why. If prompt 
delivery and maximum usage of Display material are two 
of your advertising headaches—well, we’ve got the aspirin. 
Just phone Euston §351 for a free dose ! 


DISPLAYS ...... 


LONDON WI * EUSTON 5351 
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Review of Advertising 


How to advertise a 


sun tan lotion 


OU WILL have to take 
my word for it that this 
half-page for Cooltan was 
what my seed merchant calls 
a riot of colour when it 
appeared in Picture Post. 
There was even a girl with 
ink hair in the bottom right- 
nd corner. 


But the most striking thing in 
the advertisement is the sustained 
enthusiasm of the copy, “The 
copywriter started off at the top 
of his spirits and very nearly at 
the top of his voice, and there 
was never a moment's let-down 
in all the 300 words and more. 


Listen to the pay-off paragraph 
under the picture of the \ se 
haired girl and her two friends: — 
“Who caught the judge’s eye?” 

Pallid Pam—fiery Freda—or 
copper-bronze Kathie, the 

Cooltan girl? Kathie’s the girl 

who comes first in the beauty 

parade! Kathie’s the girl who 
attracts admiring glances from 
both girls and men! Kathie’s 
the girl who tans richly, quickly 

—yet safely—with Cooltan! 

Get your Cooltan to-day, at 

Chemists and Stores every- 

where. The New, Handy 

Sachets at the nimble price of 

104d.; the popular tubes at 


‘ules 


| (Bisma-Rex| 


Fe ere on emmy 
' wee 6 a ee ne GD 
i OE We Meenneerers 


4 5 


Left: This anti-indigestion advertisement strikes Copytaster as particu- 


ls. 114d. or the big All-Family 

Economy Size at 4s. 4d.” 

This is surely the right way to 
sell such a seasonal product as a 
sun tan cream. The campaign 
must inevitably be very brief, so 
there can be no question of 
getting into the reader's sub- 
conscious by constant repetition, 
and it is far wiser to assume that 
she will see only this one ad- 
vertisement before going off on 
her holiday. 


Mail order technique 


In these circumstances the task 
is much akin to mail order ad- 
vertising and it has to be tackled 
in the same way. The copy has 
not only to describe the goods 
and answer every question the 
reader might ask about them, but 
to convince without any ifs and 
buts that the product must be 
bought straight away. Every real 
selling point must be put con- 
vincingly and with a glowing 
enthusiasm that never steps even 
near to the bounds a ready 
believability. 

It is almost essential that 
such copy should be long, for 
it must ‘hold the reader's 
attention long enough for her 
to decide not only that she 
would like the goods and 
whether she can manage to 
afford them, but that she 


Theil) het with these & 
Premch ctyle brats en 
love ~ yew ll tlyve the 

Seet-e-hee tied lece. . . 


the seucy satin bows, Ane 
thet 6@-pertene! toch 


larly horrible. Right: The address of the firm is almost unbelievable. 


STANDS FIRST AND 
FOREMOST IN LONDON 


~ 


AND PROVINCES 


PRINCIPAL BRANCHES 


By COPYTASTER 


should go and buy 

immediately. 

No doubt the designers of this 
advertisement groaned and 
grumbled at having to fill a 
colour advertisement with so 
much text, but they solved their 

roblems with considerable skill. 

he idea of putting the panel of 
copy above the three girls on the 
slant was altogether excellent, for, 
as well as making the advertise- 
ment look more lively and in- 
teresting, it makes reading the 
copy appear to be a much less 
formidable task. 

It was fun to make the border 
round the name-display of little 
sea-shells, star-fish and so forth, 
but I am far from convinced 
that it was good to put the name 
in white on a blue ground. There 
is a good deal of evidence both 
from coupon-returns and from 
copy-tests that white lettering on 
a dark background escapes the 
eyes of many readers. But it is 
an excellent advertisement, and 
all it needs for success is a hot 
summer. It appeared regrettably 
during the greyest and coolest 
week that flaming June has pro- 
duced in living memory. 

aK * * 

Tuts is a singularly striking 
and horrible advertisement for 
Bisma-Rex, and I am not at ail 
sure that I understand the 
picture. Is double vision a 
symptom of indigestion—a stage 
beyond seeing spots before the 
eyes—or is this meant to be a 
visual representation of a belch 
or burp? 

In any case it is sarely a waste 
of a brutal but powerful 
attention-getting device, for the 
typography practically forbids 
anybody to read more than the 
word “Indigestion” and the name- 
block. 

Somebody should be told 
very forcibly that indiscriminate 
changes of type-size.and a pro- 
fusion of capital letters are 
neither emphatic nor encourag- 
ing, and they invariably 

frighten away large numbers 
of readers. 


them 


_ The four little lines of text are 
in a sanserif type photographic- 
ally reduced to something less 


Make the most of healthy sunshine 


Cooltaniet 
FAS TEST way 


ae 


It was a good idea to put a panel 

of copy on the slant. The copy 

is enthusiastic all the way 
through. 


than five-point. Even without 
double vision or spots before the 
eyes I find it practically im- 
possible to read without a - 
nifying glass. This is downright 
silly when you consider the s 
wasted by the ugly display lines 
and that fat and rather foolish 
name-block. 
* * * 

AA READER sends me a fascinat- 
ing mail order advertisement for 
Personalized Panties from a news- 
paper called the Air Force Daily 
and I think you might enjoy the 
copy : — 

“Thrill her with these sheer 

French-style briefs. She'll love 

. «+ you'll love the peek-a-boo 


ing black or bridal white. Sizes: 

small, medium, large. 

The street address of this mail- 
order house is Lovers Lane, 
believe it or not! 


PROPRIETORS 


BORC 


ODHAMS PRESS LTD. 


112 HIGH HOLBORN W.C.1. 


BIRMINGHAM 


MANCHESTER 


LEEDS 


FOR ENTERPRISE — 


ORIGINALITY AN 
EFFICIENT SERVIC 


WATFORD 


SOUTH COAST 
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July is the month when all of us in Advertising must 
plan ahead for next season’s campaigns, The function of 
DISPLAY CRAFT» is to put your ideas into practice — 
producing quality displays on quantity lines. 

We print, cut, fold and pack Cardboard Sales-Aids, 


Cutouts and Showcards for many of Britain’s leading 


National Advertisers — and their Agents. 


The fact that year by year we win 


Here at your service is an experienced organisation ready ii more and more prizes for our 
Silk Screen Colour Printing is 


to handle your Point-of-Sale requirements — quickly and proof positive thet we hove ap 
unrivalled reputation for both 


economically. Why not seek our co-operation ? quality and quantity production, 
y y P 


Display Craft Lid 88 ACRE LANE - LONDON - SW2 


BRI 787" (4 LINES) 
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VICTOR LEBOW of New York, marketing consultant to manufacturers 
and distributors of consumer goods, explains— 


How British exporters to the USA can 


use ‘franchise merchandising’ 


[t MIGHT be profitable for 
British manufacturers to 


study the practice of ‘franchise . 


merchandising” which is play- 
ing an increasingly important 
role in American marketing. 
This may be a key to the 
distribution of more British 
products in the United States 
at low promotion and advertis- 
ing costs. 


Actually, only a few products 
sold in the United States are 
backed by million dollar adver- 
tising budgets. There are, in 
fact, over 26,000 nationally ad- 
vertised brands and most of them 
whisper in small space and many 
appear infrequently. 

The advertiser with a limited 
budget must seek to enhance his 
product by endowing it with 
synthetic significance. To accom- 
plish this, the most effective 
device is “franchise merchandis- 
ing.” To be effective, a brand 
or trademark must evoke quick 
recognition, arouse an attitude 
of acceptance, and command a 
degree of confidence. Costly, 
repetitive, pervasive and ubiqui- 
tous advertising bullies, cajoles 
or hypnotises the consumer into 
recognition and acceptance of 
the product, and at least into 
the negative state of “no lack 
of confidence.” This is an ex- 
pensive procedure. 


Avoid expensive efforts 


But let a manufacturer obtain 
the franchise to use a_ well- 
known name on his product, and 
he can by-pass the expensive 
efforts to obtain recognition and 
achieve acceptance—because the 
personality whose name he uses 
already commands these atti- 
tudes, Licences to use those 
names are available at royalties 
of from two to 10 per cent-—but 
paensy around five per cent— 

such diverse personalities 
as J. Fred Muggs, to Schiaparelli 
of Paris, from Walt Disney's 
Mickey Mouse to Roy Rogers. 

A manufacturer of cowboy 
styles for children is one un- 
known among several hundred 
when he sells his garments under 
his own brand. But if they can 
be labelled “Hopalong Cassidy” 
or “Roy Rogers” or “Gene 
Autry” clothing, then _ their 
identification with these cinema 
and television personalities raises 
the product to an entirely dif- 
ferent plane. . Not only the 


children but their parents as well 
are swayed. And the retailer 
finds he can get a higher price, 
with no fear of cut-rate com- 
petition, when he displays and 
promotes these garments. 

Over the years, a salesman 
named Duncan Hines accumu- 
lated in his travels a list of good 
eating places and comfortable 
hotels. At first he circulated the 
names among his friends and 
acquaintances. Later he made 
a business of printing his direc- 
tories and bestowing his recog- 
nition. Restaurants = hotels 
began to ge sign 
“Recommended y gn 
Hines.” To millions of Ameri- 
cans travelling by automobile 
along unfamiliar. highways, this 
sign guaranteed a clean table, 
sanitary toilets and not wholly 
unpalatable food. 


Handsome royalties sined 


A few years ago the Hines- 
Park Foods Company was organ- 
ised to license food manufac- 
turers, on a regional basis, to 
make a variety of products under 
the Duncan Hines name, and in 
some cases under approved 
Duncan Hines recipes. And now 
Duncan Hines cake mixes, 
breads, preserves, ice creams, and 
scores of other products are sel- 
ling successfully and in volume 
across the U.S., and pouring 
handsome royalties into the 
pockets of Hines and his 
associates. 

A pair of American-made 
nylon fully fashioned stockings, 
in 12 denier 60 gauge construc- 
tion, will retail ordinarily at 
from $1 to $1.35 a pair. 

But the very best stores 
feature stockings of this type 
at $1.95 a pair, and women 
buy them eagerly when there 
is stamped on the welt of the 
stocking, out of sight and well 
above the knee, the name of 
one of the highly publicised 
French couturi¢res—Christian 
Dior, Schiaparelli or Lanvin. 
Another example of a highly 

successful franchise is that used 
by the citrus fruit growers of 
lorida. A few years ago, they 
found themselves overwhelmed 
with their harvest of grapefruit. 
They were unable to dispose of 
their product at favourable prices 
to the established brand name 
packers. The — growers 
casting about for some way of 
marketing their product them- 
selves, under an acceptable brand 


name, hit upon the idea of using 
one of Walt Disney's famous 
characters. Accordingly, they 
sought and obtained a licence 
to blazon the name of “Donald 
Duck” on the canned grape- 
fruit juice. 


Citrus selling success 


To-day, under the “Donald 
Duck” brand, these’ grapefruit 
and orange juices are the fourth 
biggest selling trade marked 
citrus juices in the U.S,, and this 
with practically no advertising 
by the growers. Their principa 
expense in the promotion-of their 
trademark appears to have been 
their royalty payments to Walt 
Disney for the right to use the 
name of “Donald Duck.” 

An example in the women’s 
shoe field is interesting. A 
medium sized manufacturer 

lanned to market a line of 
a. exceptionally flexible 
“ballet type” shoes. He could 
not afford to launch such a line 
with the heavy advertising which 
his giant competitors -were run- 
ning. How could he achieve 
national recognition for his brand 
name, and acceptance of his pro- 
duct, without a heavy advertising 
campaign? How could he obtain 
nationwide distribution, and have 
important department stores and 
specialty shops stock his line 
and promote it as a major brand? 

He did it by obtaining a 
licence to use the name of 

Arthur Murray, the most suc- 

cessful dance teacher in 

America, whose organisation 

operates over 300 dancing 

schools in the U.S. and 

Canada. “The Arthur Murray 

Party” is also the name of a 

successful national network 

television show, on which the 

“Arthur Murray dancing foot- 

wear” is worn—as the announ- 

cer mentions at the end of the 
broadcast. 

In the space of little more than 
two years, this manufacturer has 
placed his shoes in hundreds of 
cities and towns, and has won 
for them the regard accorded an 
important national brand. 

Obviously, the employment of 
a well-known name on a product 
for adults, particularly, must be 
kept within the bounds of good 
taste and good sense. There 
would be littl or no response 
were the name of Arthur Mur- 
ray to be used on candy or 
pyjamas. But when it comes 
to shoes, it is relevant and 


believable for a successful dance 
teacher to give his name to shoes 
he approves, and which are worn 
by his instructors. 

There are many examples of 
this type of merchandising in 
America to-day. I suggest that 
this procedure may have a 
valuable lesson for the promo- 
tion of British products. 

Advertising men should re- 
member that the only country 
whose history is generally taught 
in the U.S., after American 
history itself, is that of Great 
Britain. For this reason there 
are hundreds. of British charac- 
ters, personalities, place names 
and events which evoke a special 
thrill in American hearts. 

In the competition for atten- 
tion, British products in any case 
gain significance from “Made in 
Britain” on their labels. But for 
the achievement of big response, 
British products might well put 
to work the emotional and 
evocative historical names and 
particularly utilise their associa- 
tions in American minds. 


Profit by outlaws 


For example, take the Robin 
Hood legend. 

Robin Hood is as esteemed 
and beloved a character in the 
U.S. as ever he was in Merrie 
England. Could there not be 
industries associated with Sher- 
wood Forest to make sports 
apparel for men and women, 
boys and girls, and all inspired 
by Robin Hood and his merry 
men, the Sheriff of Notting- 
ham and the others of that 
company? 

Stainless steel is becoming more 
and more important in the U.S. 
—knives and forks, cooking uten- 
sils and so on. Here is where 
the name of Sheffield could be 
a much more powerful spur to 
sales in America than it has been 
up until now. 

The standard of American 
feminine beauty is the fair com- 
plexioned Englishwoman. Cer- 
tainly cosmetics, creams, lotions 
and ointments named for the 
British heroines might give the 
Hollywood “names” quite a 
run for their money. 

There is what I would call a 
“consumption élite” in the U.S. 
More than half of the - 
tion continually buys things 
which it does not need, and which 
it is encouraged to use, destroy, 
waste, burn, or otherwise dispose 

@ Continued on page 18 
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BOTH ARE LEADERS 
AMONG BUSINESS READERS 


Nearly every international magazine is read by 
businessmen. But what’s important is by how 
many, at what level, and how often. 


The research firm of Erdos & Morgan has been 
surveying leading overseas businessmen to deter- 
mine which magazines they read regularly. Here’s 
what four recent studies show: 


LIFE EN ESPANOL is first in regular readership 
by business leaders in Spanish-speaking Latin 
America—in fact, first among more than 1100 
magazines mentioned. 


LIFE INTERNATIONAL, the world-wide English- 
language edition, is read regularly by a higher 
percentage of the top management men sur- 
veyed in the Philippines, Brazil and Switzer- 
land than any other imported magazine. 

These findings reflect the fact that 9 out of 10 sub- 

scribers and newsstand buyers of each edition are 

in business, government and the professions—at far 
above average income and position levels. 


And both fortnightly editions, whether portray- 


ing recovery in Germany in one issue or progress 
everywhere in every issue, have the same powerful 
impact on important people. Both speak the uni- 
versal language of pictures. Both provide the finest 
printing and color reproduction. Both have the 
largest page size among international magazines. 

if you’re interested in reaching top business ex- 
ecutives overseas, please write for your free copy 
of “More Facts about LIFE International Edi- 
tions.”’ Both are leaders among business readers, 


LIFE! 


INTERNATIONAL EDITIONS 
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@HOW TO ADVERTISE IN THE USA-continued 


Jury 1, 1954 


the country and settle in new The distribution of British 


areas, Fie mee suburban sec- - the United States has 
: : tions, depleting some places and n, in the main, confined to 
Py: sot peek that — might be ~~ te eciele cables pa = a building up others. They take the higher priced outlets, and 
The fact is that in the U.S. ~ adie aed age we gg - +++ 
; ‘ 4 spend more ior or ~~ 
consumption ise war of Mie. —__ ff _£.. anything else. Fashions in food | 


Few million 
lation is able to gratify Even when Americans econ- °sumption lay a far greater 


‘ 
: ‘ 

considerable proportion of the omise they do it expensively. tole in the life of the American { dollar schemes {| 
wants which» advertising, pro- For example, new houses are so fmily — they did a generation S-DHE ADOPTION of fran-| 
motion, and “franchise mer- costly to build that a consider- 89 Table settings, new dishes, chise advertising — tech- 
chandising” generate. able proportion of them are "¢W foods, new ways of serving, Yniques may be a key to the 
ing up with their owners and he role of the freezer and of Jat os of more British 

Status and prestige riends providing much of the {rozen foods, the ready-made 4 Soci tm the United States | 
labour. But these homes boast dishes, the vitamin fad, the calory — 


t low promoti 
American consumption is the showy conveniences, Again, 44, the alee 4 the salt- dideg costs. few 
motivated greatly by consider- the cost of many articles, or of- ‘ss ae om, those hk Pall sold in the U.S. are | 
ations of status and prestige. The repairing them, is so high that ‘¢iM-less diets—all t P | corey ad- | 

in- 


satisfactions which were once many men are buying tools and UP the thoughts, the time, the } 7 aaa 

derived from creative activities of setting up home workshops, and P¢"spective of American life All 

one kind or another, are to-day the sale of expensive home power Of these are part of the drive volves the 

achieved—or at least sought—in equipment is on the rise. Pat- {for “forced = ge known mame in connection 

the act of consumption, More- terns for home dressmaking 0", and all contribute to 

over, British advertising men and the sales of sewing machines ¢*P?¢"s/ve consumption. 

should grasp the factor of are both higher for the last 10 From all of this it becomes pass the expensive efforts to 

“expensive consumption” in the ears than for the decade before, clear that imported products, , 

US, ut both the patterns and the which ory an aura of associa- achieve acceptance—because 
It is not enough to have the sewing machines—and the fab- tion with the famous, the noble, the personality whose name} 
oungsters spend their pennies rics of which dresses are made the highly placed, or the fhe uses already commands 

or lollipops and bubblegum,there —are more expensive than ever “genuine” Anglo-Saxon tradition, such attitudes. ‘ 

must be $200 to $700 television before. can have a special appeal to eaddniiin a 

sets for them to watch while The American population is both the retailer and the con- 

they dispose of their sweets. changing in character from the sumer. For the retailer they their appeal has been to the 

Papa must not be satisfied with viewpoint of age distribution, offer the opportunity of present- upper-income groups only. 

the simple pleasures of stringi and the life span is growing ing merchandise which is not ritish-made products can be 

a home-made fishing rod an longer. It has more time away so highly competitive, and on distributed much more widely, 

lolling on a grassy bank waiting from work, and in order to keep which he can make a full mark- and 

for a fish to bite. He must industry humming this consum- up. Our “consumption élite” is ups in the American popu- 

arrive in a $3,000 to $4,000 car, ing public must labour ever quite willing to pay more for tion, by the skilful use and 

dressed appropriately in “leisure harder at the task of consumption merchandise which carries this 

clothes” involving an expenditure during its leisure hours. special significance, products chandising” in which British 

of anything from $50 to $200 These consumers are in con- which vicariously ennoble or names, which have an especial 

(or more), equipped with picnic stant motion, They travel about  anglicise the buyer. significance are utilised. 
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“ Have you heard?” 


Se 


Soe ais cd aa A ee ee 


That “Children’s Wear” will be published monthly 
from October 20th, 1954, 


The success of “Children’s Wear” as a quarterly publication 
has, beyond doubt, been established. It is praised by all 
concerned in the trade—manufacturer, wholesaler and retailer 
alike—but we are told on all sides, that the journal would serve 
the interests of the trade even better were it to be published 
monthly instead of, as at present, quarterly. 


THE NATIONAL TRADE PRESS LIMITED, “ Children’s Wear,” Drury House, Russell Street, Drury Lane, London, W.C.2. Tel. Temple Bar 3422 
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McCANN-ERICKSON 


REQUIRE THE FOLLOWING ADDITIONS TO THEIR CREATIVE DEPARTMENT 


ART DIRECTOR 


of the highest creative 
calibre who knows the whole art field intimately. 
The man we want will know exactly, all that the term “Art Director” 
involves. The salary, of course, will be 


SENIOR VISUALISER 


Must be able to produce 
advertising designs of uncommon merit. 
A knowledge of the figure is desirable. So too is an appreciation 
of lettering and typography. 


eee eee aaa eee eee 


LAYOUT MAN 


Must be experienced in work on National accounts. 
Knowledge of the figure desirable. An appreciation of lettering 


THE GENERAL MANAGER 


McCANN-ERICKSON ADVERTISING LIMITED 


BRETTENHAM HOUSE + LANCASTER PLACE + W.C.2 


TEMPLE BAR 6600 
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‘He perused the 
print diligently”’ 


66 WO hundred years ago to this very week,” said the Ghost of Griffith Wright, 
“I watched the first purchaser hold in his hands the first print of my ‘ Leedes 
Intelligencer.’ He was a man of notable military stamp and he perused the 

print diligently. | was proud and in no small way awed, perceiving dimly 
what I had set afoot. Yet even at that selfsame moment my mind began to ponder on my 
second number. 

“ And so, when | walked unseen this present week about the great building of 
‘The Yorkshire Post’ and studied the faces of the men of today, 1 understood. They, too, 
were proud in this historic week. But they. too, were taking thought for the future. 
A bicentenary is a prodigious landmark, yet the print of tomorrow is the immediate task. 

“How properly advised they were last century to change my title to 
‘The Yorkshire Post’! Indeed, they could assuredly have called it ‘ The Northern Post.’ 
I spoke to and for Leeds and the West Riding. They speak to and for the North of Britain. 
And their voice is heard in the lands overseas. 

“ | passed into the file room and bethought me that the whole history of paid notices 
lay within that double century of bound covers. | remembered my first such notice. 
‘Master Wright.’ said a Minister of the Gospel, holding out some silver, ‘you are a man 
of good report. The people will credit what you publish. Tell them where they may buy 
my new book of Hymns.’ 

” Wherefore _ published this notice and two others of Books in my first print, and the 
sellers prospered. And others saw how they might prosper, too. 

“ And so it is today. For wherever faith is reposed in honest information, faith is 
reposed in honest commercial information. 

“ Continue faring well, Old Lady of Albion Street. Continue being the mightiest 
journal of the largest county of the greatest country in the world. 

“ For 1 shall pass this way again... .” 


The Yorkshire Post 


Founded as “THE LEEDES INTELLIGENCER” on JULY 2nd, 1754 


THE YORKSHIRE CONSERVATIVE NEWSPAPER CO. LTD., LEEDS 1. TEL. 3270! 


a, a. . = . - 7 
a 
oa o 
:. 
+ as 
ie. 
‘ay : 
q 
ee 
Bi. 
aes 
: oe 
ae 
a 
te 
i 
a o 
a 
E 
i hy 
os te 
1 
io | 
ha 
= 
7 
a 
ey 
chee 
ay - 
\” 
eo 
4 
7g 
ra 9 
e N 
oe.” 
: a 
: a a 
ig 
3 
a 
is 
ee i 
at 
Se aa 
Se j 
4 
;. 
c. 5 
Ca 
—— SS 7 
7 i RE ES eA I ET ES TS i TT ob 
Fe 
as area sae cS , >. ee a ke See — aa eye”. 


Spin ee iat Nears 


ADVERTISER'S WEEKLY 


Typography in Advertising 
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How to avoid giving a 


Victorian impression 


NE OF the themes em- 

phasised again and again 
in these articles is that there 
is no need to use ugly type 
faces when there are so many 
attractive alternatives avail- 
able. It seems, however, to 
have no effect—advertisement 
designers seem to have a posi- 
tive fixation for ugly types. 

I wonder if we should find 
that ugly members of the opposite 
sex also fascinate them. Of 
course, you may say that this is 


all a matter of opinion, Well, 
let us put it to the test. 
Take this not very dis- 


tinguished advertisement for 
Charles Baker & Co, Do you 

nuinely think that the Wide 
atin used for the word 
“Raybak” and _ the price, 
14s. lid., is really pleasant to 
look upon? Do you not think 
that it gives the item a faintly 
Victorian air? There are posi- 
tively dozens of type faces which 
could have been in pre- 
ference. 

Then take this Associated Lead 
Manufacturers’ announcement for 
paint. Why do typographers use 


LEISURE SHIRT 
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jude 


the Grotesque series? If you 
think Grotesque is not grotesque 
just take a look at that question 
mark after “how long.” Pretty? 
I don’t think. Moreover, 
type is far too heavy in com- 
parison with the main copy set 
in Times—although a feeble 
attempt has been made to draw 
attention to the selling line 
“White Lead Paint Lasts” by 
setting it in bold. 

Another advertisement which 
is spoiled, but this time by — 
lettering, is the Italian State 
Tourist announcement. 


Designed in Italy? 


The layout is — but that 
script! The word “Italy” just 
passes but the small “m’s” in 
‘Summer” I am afraid are very 
poor. Perhaps this effort was 
designed in Italy; but I am sure 
they have much better calli- 
graphers than the one who did 
this lettering. 

Now for two advertisements 
which make use of Perpetua. 
The first I commend as a top 
level piece of typography; the 
Austin Reed advertisement for 


Astrea 


} 


how long? 
| 


This type is far too heavy in 

comparison with the main copy 

the question mark 
pretty? 


By ROGER DARCY 


sports trousers. The original 
was in colour but reproduction 
in black and white does not 
affect my a t. Of course, 
it is not perfect. The little price 
line intrudes somehow and while 
the Albertus in which the firm’s 
name is set seems to match the 
Perpetua quite well I feel the 
same cannot be said of the 
written line “Of Regent Street.” 
That would have looked much 
nicer in small Perpetua italic, 
and to be grammatical should 
have started with a lower case 
sal 

We come next to the Max 
Factor advertisement which 
makes full use of Perpetua. 
Frankly, I do not think the 
experiment comes off; and it 
took me some time to think why. 
Instinctively I thought it “messy” 
and my feelings can be analysed 
this way. 


Coarse half-tone 


Perpetua is a type for a pure 
typographical advertisement or 
for one with severe, simple 
illustration, It does not suit the 
type of announcement with a 
coarse half-tone of a woman's 
head (apologies to Rosemary 
Clooney, who appears in this 
item, by the way). Then the odd 


q 


hen. 


Austin Reed sports trousers new cut - new cloths 
new culours new waistband new front 
new pockets more comfort and elegance ull round 


AUSTIN REED O/ Regen/'Stucet 


level piece of typography. 


The layout of this is quite 
original but look at that script. 


shape panel around the head 
should surely have been ex- 
ploited more carefully; certainly 


the main 
Pan-Cake” should have been 
slightly higher up to come in 
line with maximum swell of 
the rules. There is no cohesion 
in the setting and I would like 
to start from scratch all over 
again with it. 
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“Max Factor’s 


No other make up 

horde 10 sly glomeorouy 
No other make up 
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Max rectors PAN-Cakée\ 


Matec tp 
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While not perfect this is a top There is no cohesion in this 
1 setting concludes Roger Darcy. 


. + allied to the West Country 


BRistOL KVENING POST 


with more than 133,000 daily circulation. 
Head Office ; SILVER STREET aed BROADMEAD, BRISTOL. London Office : 85 FLEET STREET, E.C4 


Largest in the West. 
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Bolton Journal & Guardian 
Farnworth & Worsley Journal 
Leigh, Tyldesley & Atherton Journal 
Eccles & Patricroft Journal 
Swinton & Pendlebury Journal 
Horwich & Westhoughton Journal 


‘Transport 
World’ 


(weekly and monthly) 
for 62 years an important influence 
in road passenger transport 


@ These Weekly Newspapers cover an important area in 
South-East Lancashire. They havea very wide family 
appeal and are read and appreciated by every member. 
@ The large number of Local and National advertise- 
ments carried weekly testify to the value placed upon 
them by Advertising Agents and their clients. 


A.B.C. NET WEEKLY SALES joins the 
COLUMN INCH 8 5 ’ 2 6 2 e 
TILLOTSONS NEWSPAPERS LTD. Advertising enquiries to 
BOLTON LANCS. obON s.Wii 
Telephone: Bolton 1993 Telephone: GRO. $220 _ 287 Streatham High Road, London, S.W.16 
Advert. Manager: Wm. Sheppard London Manager: C. A. Miles 


Pollards 1181. 


© 
WHEATLAND PUBLICATIONS 


Cleaning & Maintenance - Blindmaker 

Brushes - British Chiropody Journal 

Fibre Industries - Cordage World 
Baker & Confectioner 

Wire Production - Transport World 


Directory of Brush & Allied Trades 
associated with U.K. Publications Ltd.: 
Public Ledger (London’s oldest daily) 


Daily Freight Register. 


There is much to be 
gained that cannot be 
gained in any other 
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way by using the 
advertisement columns 
of an influential 


morning newspaper. 
* 
Head Office: 


Wheatland Journals, Ltd., 
356-358 Kilburn High Rd., London, N.W.6 


Belfast News-Letter 


Established 1737 
Donegall Street, Belfast. 85 Fleet Street, London 
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Foreign competition compels U.K. price 


revision in a valuable market 


A, Soteoainel ee eee Se ae of BARS expe to Helen’ lato Hine 


with those of 
should not ce 


‘TRADING opportunities are 
continually opening out in 
Holland by virtue of a steadily 
growing population, healthy 
economy and expanding in- 
dustries, coupled with a high 
degree of commercial liberal- 
isation. All this makes Hol- 
land an attractive market for 
British goods, provided prices 
are really competitive. 
Although the Dutch are not 
indifferent to quality and have 


HOLLAND 


a long-standing connection with 
the United Kingdom which tends 
to dispose them in favour of 
British manufacturers, they will 
certainly not pay 20-30 per cent 
more for British goods with per- 
haps 5 or 10 per cent longer 
life or better finish. 

This latter int 
urged in the Board — par rade 
Journal and clearly the Dutch 
feel strongly about it. In the 
last few years, unfortunately, the 


description “British” has, in 
some lines, become almost 
synonymous with “too expen- 


sive,” and a determined effort 
will be required to bring U.K. 
rices of these products more 
into line with those quoted by 
her rivals, 

It should also be remembered 
that commercial relations 
with firms in Holland «an lead 
to significant developments far- 
ther afield despite the fact that 
British imports to Dutch oversea 
territories are now confined to 
Western New Guinea, Dutch 
Guiana (Surinam), and the 
Dutch Antilles. 

The first of these three is only 
at the beginning of its economic 
development, and import orders 
are mostly placed through Hol- 
land. British imports are small 
but increasing. Both Dutch 
Guiana and the Antilles, includ- 
ing sctauncatie are autonomous 


supplied by other 


the territories overseas. 


rts of the kingdom of the 

etherlands. 

Since 1945 the United States 
has been the mageet exporter to 
Dutch Guiana (50 per cent of 
total imports), with Holland 
second with 25 per cent, and 
Britain third with about 6 per 
cent. British exports to the 
Antilles are, like those from 
Holland, mostly quality products, 
and Britain is the fourth largest 
exporter. 

* ok 

One or the best sdvettiaid 
towns in Holland is Eindhoven. 
How did it come to receive so 
much promotional attention”? 

Eindhoven is one of the most 
important industrial towns in the 
country. It is there that the 
Philips factories took their first 
stride towards world fame. The 
energetic lead of Philips brought 
many enterprising manufacturers 
in other fields to the town and 
in the course of only two 
decades it has become the 
throbbing heart of the industrial 
Netherlands. 


Industrial leaders confer 


One day after preliminary talks 
the leaders of the town’s in- 
dustries met together: the 
Backers’ textile works, manufac- 
turers of the famous Bara sun- 
shade cloth, Bara-lita mattress 
damask and Bara-casa furnishing 
cloth; the D.A.F, factory, manu- 
facturers of trucks and vans 
(which lately received a commis- 
sion for the delivery of trucks 
worth £18 million); Elias textiles, 
producers of fine table linen and 
towels and one of the oldest 
firms in Eindhoven; Philips fac- 
tories, and the Vereenigde 
Hollandsche _Lucifersfabrieken, 
the biggest match producing fac- 
tory in the Netherlands. 

All these men represented a 
highly energetic industrial force 
and all had one aim in mind: 

To advertise Eindhoven as 
the ideal town not only to 
work in, but also to live in; 


This latter was 
theme of the ensuing campa 
Idealistic reasons were not 


countries interested in that market. 
orgotten that trade with Holland can lead to significant developments with 


Moreover, it 


only basis of the advertising that 


followed this meeting. From a 
glance at the map Eindhoven 
seems a bit out of the wa 

people who have never n 
there. Expanding _ industries 
badly needed top management 
personnel as well as skilled 


workers to come and work for 


N INVITATION to 

organise three more dis- 
plays of well-designed con- 
sumer goods at international 
overseas trade fairs in Stock- 
holm, Zagreb and Salonika 
has been received by the 
Council of Industrial Design. 


The fairs involved are: St. 
Erik’s Fair, Stockholm, August 
28-September 12; Trade Fair, 
Zagreb, September 3-14, and 
Trade Fair, Salonika, Septem- 
ber 5-25. 

The St. Erik’s Fair provides a 
valuable shop window for British 
goods. It has been held every 
year since 1943, and last year 
52 nations took part, the visitors 
totalling almost 400,000 of which 
some 83,000 were actual trade 
buyers. Competition from 
Western Germany is consider- 
able here, making it all the more 
important that the best of 
Britain's goods are on show. 
The British Pavilion this year 
will be a major one, covering 


approximately 1,116 square 
metres. 
The International Fair at 


Zagreb offers an excellent oppor- 
tunity for bringing British goods 
to the notice of Yugoslav State 
Industries. Muck of the display 
space (26,000 square metres) is 
occupied by exhibits from coun- 
tries outside Yugoslavia. 
Amongst representative displays 
last year the United Kingdom 
Pavilion was reported as being 
one of the most impressive. 
Altogether over 700 firms from 


Jury 1, 1954 
them. But these groups had 
some peculiar and absolutely 


wrong ideas of their own about 
Eindhoven. To convince and 
to attract the right type of white- 
collar and skilled worker was 
a fundamental idea behind this 


campaign. Another aim was to 
strengthen internal relations in 
Eindhoven itself to make the 


workers sit up and think and give 
them cause to be proud of their 
own town. 


The advertising campaign, 
whole and half pages in the top 
daily papers and weeklies, was 
designed and executed by the 
van Alfen advertising agency, 
which also handles the interna- 
tional institutional Philips adver- 
tising in Time, Life and Vision 
magazines. 


British consumer goods 


for trade fair displays 


16 different countries were rep- 
resented. 

This year’s Salonika Inter- 
national Fair will include a large 
British pavilion with an exhib- 
ition space of 480 square metres, 
and an area immediately outside 
of about 1,200 square metres. 
Part of the pavilion will be used 
for official exhibits, the rest and 
the outside area will be rented 
to firms for the display of British 
goods. 


Pakistan 


With a favourable balance for 
the first nine months of the 
current trading year of Rs. 410 
million Pakistan may increase her 
imports in the July-December, 
1954, period. 

Japan is going “all out” for 
the Pakistan market and recently 
scored a notable success by sell- 
ing over 40 million square yards 
of cotton goods to that country. 

As was pointed out in ADVER- 
TISER’S ae pag on 
Pakistan”, May P 328), 
British traders jo still in a 
favourable position in Pakistan, 

use of the long association 
they have with the market. It 
will, however, be a fight to 
maintain this favourable posi- 
tion: 

“Intense competition .. . is 
certain to start up the moment 
. . . (import) restrictions are re- 
laxed . . . exporters and adver- 
tisers at all interested in the 
market should be ready with 
their plans.” 


Advertising and 
selling problems 
in Switzerland ? 


Publicitas is the leading and largest adver- 
tising organisation with 50 branch offices. 
General information and 

exact estimates are supplied free and 
without obligation to you. 

Write to our fully equipped 
Foreign Department, 

3 Av. Benjamin-Constant, Lausanne 
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For widespread coverage HUGH C. MACLEAN 
of the Titch market ant | PUBLICATIONS 
predominating lershi | of TORONTO, CANADA 

xe P PUBLISHERS OF — 
in the Amsterdam area BOATING 


CANADA LUMBERMAN 
CANADIAN WOODWORKER 


CANADIAN & WORLD TRAVEL 
CANADIAN TRANSPORTATION 


ELECTRICAL NEWS & ENGINEERING 


ka . ELECTRICAL CONTRACTING & MAINTENANCE 
etna’ Reding independent aationsy Say ENGINEERING & CONTRACT RECORD 
FURNITURE & FURNISHINGS 
Subscribers : HARDWARE & HOUSEWARES 
AMSTERDAM - - 90,000 MACLEAN BUILDING CATALOGUE 
MACLEAN BUILDING REPORTER 
REST OF HOLLAND - 50,000 RADIO, T.V. & APPLIANCE TRADE BUILDER 
SHOE & LEATHER JOURNAL 
. 140,000 THE GROCERS’ MAGAZINE 
London Office : LONDON OFFICE : 
FRANK L. CRANE, 69 Fleet Street, E.C.4 COLIN TURNER (LONDON) LTD. 
CENtral 2811 122 SHAFTESBURY AVENUE, LONDON, W.! 


| GERRARD 7459 


Top national/local coverage of the Netherlands 


ia Mechanieal World 
Het Vrije Volk | 2 eorreeat wer 


; : ‘ The perfect medium for a direct message from 
Holland’s biggest daily newmepaper offers . manufacturer to user in the Engineering Industry, 


this popular technical journal, in its new monthly 


10% coverage of the Dutch consumer market pg wy ee he 
Over 287,000 daily net circulation Send for free specimen copy and rate card 
272,000 regular subscribing families or EMMOTT & COMPANY LIMITED qy- 
. || 31 KING STREET WEST, MANCHESTER, 3 I|- 
10% of the 2,552,000 homes in the Netherlands LODO | O VPU AS RONEN, TONS ee 


10% of the national newspaper accounts 
Readership principally middle class — public 


officials, farmers, office and manual workers— 
neither rich nor poor—the mass consumer 
market who spend £1,400,000 weekly on 
food, clothing, household equipment, education | 
and entertainment. | 


Holland’s greatest national with effective 
regional rates and discounts 


Represented in Great Britain by : | 


GROVE GREEN RD., LONDON, 
A. PRESS, LTD., | OVERSEAS PUBLICITY & ets 
| SERVICE AGENCY LTD., DAY AND NIGHT PRINTERS 
14, DOVER STREET, LONDON, W.l. MAY 8615 29, Oxford Screet, W.! TELEPHONES: LEYTONSTONE 1164/5 


| Phone: GEA 0737/8 
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Photograph of the Menth-3 


‘The new naturalness’ 


rings wedding bells 


“"C HE NEW naturalness” 

was a good phrase used 
by one of the selection panel 
as it met to choose this 
month's “Photograph of the 
month”—a splendid vital shot 
of a radiant bride and groom 
leaving church, in the current 
B.D.A. (Electrical Develop- 
ment Association) campaign, 
handled with conspicuous 
success by Mather & Crowther. 


In a —_ a advertisement 
in the Daily Express of eos 
June 21, this photograph really 
sang—a joyous, convincing, 
heart-warming picture that must 
have brought crows-feet of 
sagpini around the eyes of 
millions of women, and certainly 
made dull and dowdy by com- 
eae all the news shots of the 


y 

“The new naturalness” to 
which the panel member referred 
has been noticeable in a number 


In the first issue of each | 
month ADVERTISER'S WEEKLY 
will publish an outstand- 
ing commercial photograph 
chosen by a selection panel 
comprising a nominee of the 
Institute of British Photo- 
graphers, the Editor of 
ADVERTISER'S WEEKLY and 
John Heron. Photographs 


should be sent to the Editor 
and the test of eligibility is} 
simply this . . . is the photo- 
graph selling something? ‘ 


of recent campaigns, including 
those for Surf and Puritan Soap; 
it can be defined as a determina- 
tion to picture life as it is really 
lived, and not to rely upon con- 
trived situations, stock model 
“types” and advertising artifice 
—perhaps a reflection of the 
times, as to-day men and women 
are becoming a little more 
Continued on page 28 


How to water 
the mouth 


By JOHN HERON 


OW is your appetite? 
Advertising men and 
their wives, and those other 
supertax payers who can afford 
such delightful luxuries as 
Ladies Home Journal, Saturday 
Evening Post and the full-size 
American version of Life, have 
long pondered hungrily over 
sumptuously full coloured food 
advertisements. 

They have wondered whether 
any American citizen ever by any 
chance sits down even for one 
meal in a year, to bread and 
cheese and a pickled onion, with 
maybe a cup of tea... . 

But British advertising photo- 
graphy is to-day doing a fair 
sized job of making British 
mouths water; among the most 
effective campaigns being the 
Brand’s Pastes series in which 
very good black-and-white still 
lifes of tongue, kippers, etc., 
have been superbly reproduced 
on ordinary newsprint in morn- 
ing and evening dailies. These 
set an extremely high standard 
which imitators may find diffi- 
cult to emulate. 


Best food studies 


The latest Jell-O full colour 
items for Bird’s are among the 
best food full colour studies 
seen in recent months, one for a 
red jelly mould currently appear- 
ing in the big women’s weeklies 
being particularly successful. 
How excellent, incidentally, some 
of the latest full colour gravure 
printing has become, even on 
these extremely fast runs of two 
or three million copies. Kel- 
logg’s, too, are making appetising 
new use of full colour by sug- 
gesting new uses or new prepara- 
tion methods for some of their 
breakfast cereals. 

All this is extremely com- 
petent, technically painstaking 
work which undoubtedly sells the 
product. Food advertising, via 
even the full colour illustration, 
is rarely as spectacular as other 
branches; perhaps it may even 
be felt, however, that one of 
these high level still-life shots 
should be featured as_ the 
“Picture of the month.” 

This could well happen—ad- 
vertisers and photographers may 
be assured that food advertise- 
ment still lifes are just as care- 
fully studied, and their merits 
and technical standard weighed, 
as any other compelling studies. 

It is worth noting in this con- 
nection that Printers Ink 


recently carried a comment on 
an American food advertisement 
featuring a large scale photo- 
graph. The writer was Hal 
Continued on page 28 
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ms Speed up 


your Despatch- 


LABELLER 


Ly model is most useful for the effici- 
small g d labels, 
) matin instruction slips, poster stamps 


a items; not the PRICE 25/- 


Postage stamps, 


-withe just™ 


The Labeller is clean 


and speedy in opera- 
tion; with the brush 


w 


The filters used in full colour PHOTO- 
LITHO PRINTING filter out from each 
negative those colours not required — but 
not perfectly, and an additional amount 
of hand correction is always necessary. 


Masking is one of our latest methods of 
REDUCING EXPENSIVE HAND- 
WORK TO A MINIMUM. Usually 
“the mask” consists of a half strength 
positive made from one of the colour 
separated negatives. It is superimposed 
on a negative from the same set and a 
screen positive is made. The dark areas 
of the mask cancel out much of the un- 
wanted portion of the negative, giving a 
very much better positive than would be 
obtainable by normal methods. 


ADVANTAGES 
Much speedier reproduction. 


——_ _ Lower cost. 


ROYL 


R 


ROYLE & 


HEAD OFFICE: LUDGATE SQ* LONDON: €E-C-4 
Telephone: CITY 6460 


OTO-LITHO ay 
ALWAYS IN THE LEAD 


SON 


LIMITED 


moistening device 
labels are just ‘flicked 
through’ between the 
pressure bar and over 
the brush and this en- 
sures not too much or 
too little moisture to 
the labels, just suffi- 
cient all-over moisten- 
ing to gummed surface. 

The Labeller is made 
in red porcelain, finish- 
ed with a bright nickel 
feed plateoverthetank. 


BUTTERFLY BRAND 


LIGHTNING... 


LABELLER 


tend fie Uludtrated Leaflet to - 
SAMUEL JONES & CO.,LTD. 


NEW BRIDGE STREET, LONDON, E.C4. Tel: CENTRAL 6500 


LABELLER rhs ws 


general purposes model with a5” 
dampening brush area suitable for many 
kinds of gummed Se. — the 
average parcel label. 

in any size up to 5” ‘wide M ORICE 3 


LABELLER this. our 
largest model, will be found use- 
ful in factories and packing departments 
for moistening larger package and bale 

The dampening width is 9”. 
PRICE 60/- 
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HELEN JARDINE 
ARTISTS LTD 


oe 
4 
< 


ays 


LIMITED 


WORKS & ADMINISTRATION 
EASTWOOD STREET, 5S.W.16. 
Tele: STREATHAM 4245 

4595 
HEAD OFFICE 


171, NEW BOND STREET, W.1. 
Tele: GROSVENOR 8711 


MERCURY 
DISPLAYS 


EXHIBITIONS 
DISPLAYS 


SILK SCREEN 
PRINTING 


AND 


PERSPEX 
FABRICATION 


COLYER & SOUTHEY LTO 
O@ 'OOss COURT Cyan TOR tT acs 
PHONE MOO BORN sabe 


«© LaTea swoon syaract 
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e PHOTOGRAPH OF THE MONTH -—continued 
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How the ad appeared. 


selective in their buying, and a 
little less easily hoodwinked. 
Advertising illustration follows 
fashion cycles; to-day, the trend 
is all toward larger photographs 
in larger spaces. The National 
Benzole series—Royds’ Lucozade 
campaign — S. H, Benson's 
Andrews’ Liver Salt series—and, 
of course, the “Drink more 
milk” campaign . . . these are 
only a few of the many recent 
campaigns which have relied for 
their impact upon large photo- 
graphs, quite a few displaying 
“the new naturalness.” None, 
however, has achieved greater 
apparent spontaneity than this 
truly brilliant Shaw Wildman 
photograph posed so artfully— 
and so zestfully “acted” by 
enthusiastic principal models— 
outside a London church. 
Under the art direction of 
Stuart Wynn-Jones, Mather & 
Crowther, and this master photo- 
grapher (who, -alas, these days 
disappears for overlong stretches 
down to his Devonshire farm) 
have indeed simulated “natural- 
ness” —that most difficult of all 
photographic qualities to catch, 
more especially if and when the 
otographer consciously seeks 
it. To give point to this truth, 


have a look at another of Shaw 
Wildman's shots from this same 
series—but this time in full 
colour, as a whole page in John 
Bull dated June 26. There are 
the same models, same location, 
same photographer, same idea 
.. . but though only in black and 
white the Daily Express half- 
page is far the more powerful 
than the John Bull whole page 
in full colour. Why? 

Because the monotone shot 
(which, please note, is not the 
same shot as used in John Bull, 
but a similar one—this must not 
be regarded as or confused with 
a black and white v. colour 
argument) has that extra 
“naturalness” which is somehow 
lacking in the John Bull page. 

Almost every detail in “The 
photograph of the month” is 
right; the groom is gaily wrestling 
with his bride’s veil...look at 
his expression—a mile away 
from the self-conscious smirk of 
so many male models. Here is a 
chap really doing something— 
getting married to a grand girl, 
and doing a bit of cavalier stuff 
to boot. How well he simulates 
the accident of the moment as 
he gropes to get that veil back 
into position. The bride, too, 
seems quite lost in the gay mood 
of the moment—this hap 
make-believe in which she, for 
one, so obviously did believe. 

The confetti splashing about 
. .. the hand flinging it; above 
all, perhaps, the gap-toothed 
twins, enjoying themselves enor- 
mously—and one of them, look- 
ing anywhere but where you 
would expect any less skilled 
craftsman than Wildman to have 
directed her to look. 

On this occasion, from a fair 
sized pile of good camera illus- 
trations currently in use in ad- 
vertising, the panel reached their 
choice quickly, unanimously and 
in good heart. To quote a piece 
ot M. & C. copy from the E.D.A. 
advertisement: “They managed 
—it was worth it. And they 
lived ecstatically ever after.” 


@ MOUTH WATERING -—continued 


Stebbins and his subject was a 
U.S.A, Jell-O advertisement: 
“The modern camera has be- 
come a great copywriter. What, 
for instance, could Noah Webster 
say here that the dictionary of 
the eye doesn’t already supply? 
ot gma props, nothing but 


“The first function of food 
advertising, it seems to me, is to 


| rouse the taste buds. And, since 


recent years have witnessed 
marked advances in both colour 
cameras and process plates, why 
not let the camera do the talking 
whenever you can?” 

That seems ood advice, 
whichever side of the Atlantic 
the women to whom you address 
your food advertisements happen 
to live; and is equally applicable 
to the colourful British version 
of Jell-O. 


is New! irs Frumer! 


eA JELLO 
: My 


% ae Sy 
The British Jell-O advertisement 
rouses the taste buds. 
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Public Relations 


Building up the 


building 
Gb Rarar gue ARE always plenty 

of bricks around to throw 
at the public relations officer 
of the building societies move- 
ment. But Fred Champion, 
who has just completed 12 
years in this position, doesn’t 
get bricks—he gets bouquets, 
and plenty of them. 


Grundig’s advertising manager, John Ridley, 
The interview was subsequently as repeatedly played back 


societies 


Hubert Newton, the chairman 
of the Association of Building 
Societies, in his annual review, 
spoke appreciatively of “the pub- 
licity of the right kind which 

achieved 
of Mr. 


Ata Newcastle po yy Ra ee the 
Northumberland 


interviews = Hardi 
during 


Association of Building Societies, 
Sir Myers Wayman said: “We 
in the building societies move- 
ment have always had a great 
admiration for the work of our 
public relations officer.” 

Another tribute comes from 
the Building Societies Gazette, 
which, commenting on the pub- 
licity received by the recent 
London conference of the move- 
ment, states: “The number of 
separate reports in morning and 
evening newspapers throughout 
the country ran into many 
hundreds. Many ne pers in 
addition—-and they included all 
the national and the most im- 
portant provincial organs—made 
appreciative reference to build- 
ing societies’ services.” 
Pee em ae 64268480 2S ee, 
‘ 
‘ Well taped ; 

SUCCESSFUL combined public 
relations and selling scheme 

was recently conducted J. H. 
Moody & Sons Ltd., dealers, of 
Braintree, Essex. They took 
over the lounge of the local 
White Hart Hotel for an evening, 
and invited 50 local celebrities 
along for a demonstration of 
Grundig tape recorders. 

Grundig (Great Britain) Ltd. 
co-operated by rm igor special 
exhibition material, and b ringing 
Gilbert Harding to act as M 

Everybody who is anybody in 
the Braintree district was invited 
—doctors, solicitors, lawyers, 
— “4 -- try and J.P.s. 

u 
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| Putting up the | 
blacks 


A veil will be drawn (this 


divided for the evening into five 
busi- 


sal home or. school,’ 
music enthusiast,” and “Techni 
cal information.” Each one of 
these sections was used as the 
base for a “live” demonstration. 
Results achieved were out- 
standing, both in local age aed 
for the two firms and in direct 


nge of the hotel was on-the-spot sales. 


STUDIO fii LISA L™ 


Pramerenhare to Hit Cane Trecketh to Queen tether 


The Complete Photographic Service 
15, GRAPEST., W.C.2. Tel. Tem. Bar 4606/7 


@ COMPREHENSIVE PHOTOGRAPHIC LIBRARY @ 
@ COMMER PHOTOGRAPHY @ 
@ MODERN STUDIOS e 
@ PORTRAITURE @ 
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The proof of the pudding... 
may be in the eating, but the proof of the 


advertisement is in the number of readers 
it attracts... 


As you turn the pages of a newspaper 
or a magazine, take a look at the 
advertising and see how attractive 
and readable those which are set in 
‘Monotype’ faces appear. 


You can’t get away from it—a fine layout 
relies for its effect on the use of 
fine ‘MonoTYPE’ type faces—and you 
can always find a ‘MonotyPE’ face 
which is suitable for any job, what- 


ever the process or paper. 


wo mneon Monotype 


THE MONOTYPE CORPORATION LIMITED 


REG. OFFICE: 55-56 Lincolns Inn Fields, London, W.C.2 
HEAD OFFICE AND WORKS: Salfords, Redhill, Surrey 


THIS SPACE IS SET IN ‘MONOTYPE’ WALBAUM AND WALBAUM MEDIUM 


GORDONS 


MANCHESTER 
FOR 


SCREEN PRINTED 


POSTERS 


BANNERS, SHOWCARDS 


GORDON’s PuBLicITY Limiten | R. P. GOSSOP LTD. 


74, GREAT BRIDGEWATER STREET, @ Artists’ Agents @ 
MANCHESTER, | 36 CARTER LANE, E.C.4 
CENTHAL 6971 CENTRAL 6950 


SHOWCARDS, POSTERS, 
BUS BACKS, CUT-OUTS, 
SCREEN PRINTED TO ORDER 
MODERN PUBLICITY SERVICE 


28 PRIESTS BRIDGE, 
UPPER RICHMOND ROAD, $.W.14 
PRINTERS 


PROspect 8097. DAYGLO 


PADDINGTON 
ADVERTISING 
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The Sereen Printing Process=-9 


Point-of-sale brilliance from 


the screen processor 


By C. L. JARRETT, Director, 
Clifford Publicity (Displays) Ltd. 


N increasing interest in 

silk screen printing is ap- 
parent to-day among the 
display personnel of depart- 
mental stores. There is good 
reason for this. 

Departmental stores are directly 
concerned with the presentation 
of the posetes publicity pro- 
vided by the manufacturers and 
because much of this is now 
produced by the screen method 
they are aware of the immense 
strides in technical improvements 
which have taken place in recent 
years, 

These improvements include 
the brilliant use of colour. More- 
over, the technique of the adver- 
tisement layout has been applied 
resulting in  typographically 
attractive presentations in place 
of the casual and often careless 
lettering of pre-war displays. All 
this leads to the consideration of 
the use of screen printing in 
brightening and stylising window 
displays and counter tickets. 


Ticket writing craft 


Departmental stores were in- 
strumental in developing the 
craft “of ticket writing and for 
the most part they are still faith- 
ful to the individual hand-written 
ticket. That much is evident 
from a glance at any of the 
windows or counters and despite 
the many mechanical devices in 
use for producing typeset show- 
cards there is still a widespread 
feeling that only by hand-written 
showcards or reproductions by 
screen printing can the personal 
appeal be conveyed. 

However, the shortage of 
skilled writers with a flair for 
writing attractive showeards will 
prove to be difficult in the future 
and it seems pretty clear that it 
will be to screen printing that 
most display managers will turn 
for a solution. 

Screen printing has, of course, 
been used by most stores from 
the start of its commercial possi- 
bilities but always in a limited 
way compared to its present 
possibilities. The chief explana- 
tion for this is a lack of speciali- 
sation in the display department 
in a craft whi is essentially 
specialised. The amount of 
screen work required is limited 
and does not permit the capital 
outlay required for the produc- 
tion of modern screen printing. 
Invariably the demand for screen 
printing comes in periods and a 
smooth flow of production can- 
not be maintained. Because of 
this the resultant deterioration of 


the silks and screens used in the 
pesene makes the production of 

igh-class work extremely diffi- 
cult. 

This spasmodic demand 
offers an opportunity for the 
enterprising screen printer to 
be of great service to a large 
store organisation. With his 
highly-trained workers at “con- 
cert pitch,” due to a stream of 
varied work extending beyond 
the requirements of the store, 
he is able to offer a service 
which includes layout artists, 
typographers and often 
mechanised production, 

Such a firm should be able to 
produce screen printing at a 
sufficiently attractive price to 
render unnecessary the setting 
up of a screen department by the 
store. 

Most departmental stores can 
still do much to stylise their 
approach to the subject of © 
counter display and a lot can 

learned from the multiple 

Stores in this connection. Con- 
sider their brilliant display 
efficiency. 

@ Continued on page 3! 
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Showcard by Clifford Publicity 
(Displays) Ltd. for Bentalls of 
Kingston—who have made 
effective use of screen printing. 
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@ SCREEN PRINTING PROCESS -—continued 


The subtle arrangement of the 
counters exercises an almost 
hypnotic influence and induces 
the customer to complete the 
circuit of the counters. Again, 
the merchandise itself is cleverl 
presented with attractive, well- 
designed showcards that prac- 
tically sell the goods without the 
aid of the salesman. 

Even in the top flight depart- 
mental stores there is sometimes 
an almost old-world casualness in 
the ticketing and display of the 
goods and a lot still depends 
upon the persuasiveness of the 
salesman rather than the tech- 
nique of silent salesmanship 
a by the multiples. 

While few would wish the 
stores to change their basic ap- 
proach to selling, that there are 
certainly grounds for big display 
improvements is beyond doubt. It 
is possible that the very spacious- 
ness, comfort and service offered 
by the departmental store is 
frequently detrimental to the 
kind of sales pressure as applied 
by the multiple stores. Often it 
becomes a rendezvous, a place 
to get out of the cold or the 
heat, but not always a place to 
buy one’s goods. 

Hence the i of 
attracting and riveting the 
attention of the casual shopper 
if a sale is to materialise, In 
the vastness of these immense 
buildings the brightness and 
legibility of the tickets should 
be a first consideration. In 

lace of the old-fashioned 
d-written styled item often 
illegible and lacking in preci- 
sion, greater use of the - 
bilities of screen nting 
should be applied, 

The scope is considerable and 
includes standardising layouts for 
departments; screen printing the 
main information; the hand- 
writing of the specialised details 
and the use of coloured panels 
to link up all the goods dis- 
played in a particular depart- 
ment. 


Window tie-ups ’ 


A feature of contemporary 
store advertising is the presenta- 
tion of some special event. This 
tie-up between window, counter 
and transport advertising offers 
great opportunities in screen 
printing because it can maintain 
a uniform layout throughout a 
variety of sizes and quantities and 
print on an interesting variety 
of backgrounds. Fluorescent 
paints are specially applicable to 
store advertising. In these large 
areas, a judicious use of the 
luminosity of such paint focuses 
the customers’ attention on some 

rticular item of the week. 

urthermore, the luminous dis- 
play cards can be inconspicuous 
in size and yet exert a powerful 
attraction. 

The most practical application 
of screen printing to store adver- 
tising is in the preparation of 
sales tickets—of which there are 
several series during the year. 
So much can be screened, apart 


Showcard for a special promo- 


tion. Well designed cards need 
not be large to be “traffic 
stoppers.” 


from the obvious sales headings, 
that with careful planning the 
hard-pressed ticket writers should 
be able to complete their work 
before the first onrush of cus- 
tomers. Most display firms can 
now supply a service of shaped 
tickets and these can be pro- 
duced quite cheaply to tie-up 
with special events. Mobiles are 
also a possibility, providing the 
design does not involve compli- 
cated cutting; with the high ceil- 
ings found in most large stores 
these are often an irresistible 
attraction. 

All these screen printed aids 
are exclusive to the silk screen 
method; they cannot be other- 
wise economically produced to 
give comparative results, Only by 
screen printing can the personal 
appeal of the highly skilled, 
hand-written showcard be repro- 
duced at a low price and for a 
short run. 

All this is not to say that 
screen printing can ever replace 
the services of the ticket writer 
in the stores. There will always 
be a place for the individual 
announcement. But the pressure 
of competitive business will 
almost certainly demand a 
general improvement in the stan- 
dard of counter display—and this 
is where the screen printing pro- 
cess can give the most help. 

The fact that many stores oper- 
ate a small screen shop should 
rot discourage an efficient screen 
company from offering their ser- 
vices, to run complementary with 
the store’s own department. They 
have much to offer which the 
stores cannot equal and if they 
are prepared to offer a complete 
service they will find in the 
departmental stores a group of 
buyers appreciative of their 
efforts. At the same time they 
will spread the knowledge of the 
boundless possibilities offered b 
the screen process in the pnsch 
for sales. 


ask Autotype’s 


advice i: may sav 
you time and money... 


Why not take advantage of Auto- | 


| type’s quarter of a century of 


| experience in the production of 


| Photo Stencils. 


They might be 
able to answer right away your 
problems on that “difficult’’ job. 


AUTOTYPE - 


! The Photo Stencil 


Specialists 


AUTOTYPE COMPANY LIMITED 
Brownlow Rd., West Ealing, London, W.13 
Telephone: EALing 269! 


SILK SCREEN ARTS L® 


97 SHIRLEY ROAD. CROYDON 
ASOISCOMBE 8147-8 


ELOY eRe ict 
EXPRESS 


Children are badgering 
i... parents are 
ering shopkeepers... 

suppliers are badgering manufacturers. . 


Fheneo [Ploven 


AND SON LUMITED 
HATTON GARDEN, LONDON, 
Tel: HOL 0199 
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TURKEY 


“HURRIYET”. New 
increased rates for this 
largest circulated daily in 
Turkey are in force from 
July Ist. 


“YENI ASIR” daily of 
Izmir, has also increased 
its rates w.e.f. June Ist. 


All particulars on 
Middle East press from: 
Overseas Publicity & 
Service Agency Ltd., 
29, Oxford Street, W.1. 
GERrard 0737 


a 


New 
appropriations 


embracing trade advertising aimed 
at plumbers, heating and ventilating 
engineers, sanitary engineers and 
builders etc. should certainly include 
the foremost technical and trade 
Journal. Published continuously for 
the last 75 years. 


“THE PLUMBER 
& JOURNAL of HEATING” 
32 Finsbury Square, London, E.C.2 


one a 


CUT-OUTS - SHOWCARDS 
DISPLAYS 


A first-class design and 
production service for 
Advertisers and/or their 


Agents 


ADVERTISING INVENTIONS 
LIMITED 
350-362, Kennington 
VAUXHALL, S.£.11. 
RELIANCE 3173-4-5, 


a 31 eT , 
FY a a 
eee | .—4=— ; 
KY ler sa ; : | ae ‘Sf 7 . 
2 sports tare | — “47, = - 
Se Neds. > 4 fs 
pore ae ’ Ti: AOS = % 
i fF. —_h%e ey a »& 
fe talls. 4 | 44 _— aa 
J 7 = | - 
7 iv ee a | 
. ee | 
: 7 ; 
SS pam 0k a 
| A S a ; 
° q 
wn on An 
ta s) | 
a = 13 
% \e) al 
| ZS P 
| kay\O ae és 
wo Ck ky gad a a 
i, yp 19 ANY Slog “XN of 1 
po La Consotf jar A ca 
| a | 
4 fT CRATE re 
shan 2h oe a 
rt AN) LIVE? 
(“DAY-GLO” PRINTERS) 4 
| badgered = as ee: 
Jes and Prices sent on request 
| : | - 


re eg ge 


ADVERTISER'S WEEKLY 


In Ireland 


THE IRISH TIMES 


—the Top of the Mornings 


London Office: $9 Fleet St., B.C.4 


a group of nine 
influential newspapers 


A.B.C. NET SALES 


LONDON + 30, FLEET ST., E.CA. 


REGINA STUDIOS 


(SIGNS & DISPLAYS) 
LIMITED 
SILK SCREEN COLOUR PRINTING 
SIGNS, SIGNWRITING 
AND COMPLETE DISPLAYS 


* 66 WALDECK ROAD, CHISWICK, WA 
TELEPHONE: CHISWICK 1789 . 3359 
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Screen and poster men 
getting together 


HE recent Design Research 

Exhibition has been a 
stimulating source of conver- 
sation in Dublin for the past 
couple of weeks, and interest 
is not being allowed to flag— 
the Design Research Unit of 
Ireland has been established in 
Ely Place, Dublin. 

Industrial design has been 
somewhat neglected in Ireland, 
despite occasional Ministerial 
comments; the designers exist, 
and have done some good work, 
but too often they have not been 
encouraged. The Design Ex- 
hibition has focused interest and 
should pay dividends. 

It comes at a time when there 
is a feeling in some quarters that 
attention is being concentrated 
exclusively on the press as an 
advertising medium: this was 
stirred by the Advertising Con- 
ference in Galway at which the 
concentration was on press 
advertising. 


vertising—are 
to be held in the near future. 


LISTENING HARD 


AGENTS who have been 
advising their clients to take 
radio time have had their advice 
confirmed by the recent publica- 
tion of a _ Listener Research 
Report by Radio Eireann; this 
showed that lunch-time listening 
is the peak-time for Ireland. 

According to the report, 
between 60 and 80 per cent of 
sets were in use at that time 
during the day. Eighty-five per 
cent of listeners put Radio 
Eireann at the top of the list— 
the question inquiring what 
station the listener had heard on 
the preceding day. 

Radio Luxembourg was second 
with 53 per cent of listeners. 
The Luxembourg figure should 
also be comforting to advertisers. 


Giants? 


Recent additions to the list of 
advertisers using morning radio 
time here are Tara Tea and the 
Electricity Supply Board. 


HAPPY LOCALS 


ENTERTAINMENT  advertis- 
ing in provincial newspapers is 
at a high level at the present 
time, but in Dublin the tre 
and Cinema Association mem- 
bers have recently decided—as 
an economy measure—to with- 
draw their small (lineage) adver- 
tisements from the Sunday news- 
Papers. 

This is a decision which has 
not the unanimous support of 
the cinema trade and may be re- 
opened at an early date. 


POSTSCRIPT 


WITH the holiday season now 
in progress sey of organi- 
sations are fewer, but the Pub- 
licity Club of Ireland has a visit 
to one of the ships of Irish 
Shipping planned for soon. . . 
the Press Players, looking to the 
longer evenings, are seeking 
scripts of new plays for produc- 
tion during the autumn and 
winter—first peayaeees is listed 
for September . . . Miss Oona 
MacWhirter, press officer for 
Odeon (Ireland), arrived back in 
Dublin this week after holidaying 
in Italy . . . Niall O’Kennedy, 
artist with O’Kennedy-Brindl 
Ltd. and cartoonist for the I/ris 
Times, has contributed a talk on 
cartoon films to Radio Eireann’s 
“Film Magazine” Grosvenor 
Advertising is planning a move 
to larger premises in Nassau 
Street, Dublin, in the near 
future. 


Publishing story 


Adventure Publishing, by Edward 
ee. Sees by Ward, Lock & Co., 
HIS is the Ae a 
ing couee a cen- 
tury ago by Gennes Lock and 
Ebenezer Ward and directed to- 
day by three grandsons of Lock. 
Ward Lock were among the 
first publishers to produce ficti 
at a price within the reach of 
the working class home and 
during the first 50 years of their 
existence they absorbed several 
other publishers — Beeton’s, 
Moxon’s, Teggs and A. D. Innes. 
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GIRLS GET THE 
NEW APPROACH 


"THE Services De rtments are 
usually believed to , if not in- 
human, at least pretty im oaeey 
But the publication in whic 
are f 
Pa i. | public _rela- 
bg tions adviser 
to the War 
Office, has 
sent ” . 
would, 
| style and aa 
duction, do 
credit to a 
class fashion 
magazine. En- 
titled Trusty 
and Well Be- 
loved (what 
an excellent 
title!) it is de- 
signed to en- 
ee girls 
commissions the 


to take 
W.R.A.C. 

I understand it is addressed pri- 
marily to the staffs and pupils of 
girls schools and colleges. As the 
inmates thereof turn over the pages 
glossy pages, needless to say— 
and see the drawings and photo- 
graphs, which are by no means 
confined to parades but also show 
ski-ing, swimming and_ riding, 
brochure will undoubtedly give them 
something to think about. 

Mr. Rogerson is certainly right 
in claiming that it is a new approach 
for a Service production. 


* * * 


NOT without a view to a certain 
amount of public relations for ad- 
vertising, Donald Edgar (‘‘William 
Hickey” "of the Daily Express), was 
invited to the Institute of Incor- 

rated Practitioners in Advertising 
uncheon in honour of Hubert 
Oughton and was seated at the 
press table between two inter 


rsonalitics, Douglas Bain, 
nson'’s, and Brian McCabe, of 
Foote, Cone & Belding. This 


earned a paragraph in the Hickey 
column next day, quoting the refer- 


ence by the Institute's wre 
Lt.-Col. Alan Wilkinson, to A 


To mark his retirement on the 
completion of 51 years’ service with 
& Westminster Press Group, 
Mee was presented with a 
bm and an armchair by his col- 
— of The Birmingham Gazette 
Despatch Lid. For part of his 
journalistic career Mr. Mee was 
editor of the “Oxford Mail.” The 
presentation group picture shows 
(left to right): Wilfred Mee, W. B. 
Morrell, managing director, ; 
Cheesewright, editor of the “Bir- 
mingham Gazette” and C, romp. 
director and editor-in-chief of T. 
Birmingham Gazette and Despatch 
Lid. Mrs. Mee is in the fore- 
ground. 


“SOughton isnot the man (0 


* 7 * 


research department) me 
picture of an ancient bridge over 
river at Bad Kreuznach, in sight of 


From Barrington 

hand, I got a photograph of him- 

self lolling about in a “Siesta” deck- 

chair in his garden, He assures me 

that this chair, which he advertises, 
’ for the restful lawn or 

I now await a FE ed 

from someone who 

flying trapeze! 


Jamaican gleaner 


Ir WAS an Overseas Service 
broadcast by John Metcalf, manag- 
ing director of Voice & Vision, 
that was indirectly responsible for 
bringing to this country a a 
who told me some 

things about the advertiiing set-up le 
in his country. He is 
Trottman, who was managing editor 
of The Gleaner and has since been 
seconded to its afternoon paper, 
The Star, The former, with a sale 
of 45,000, claims the largest sale in 
the British West Indies; the latter 
has a 20,000 sale—not bad figures 
pet A noe that the total 

tion of Jamaica is about 14 
millions. 

He telis me that a i has no 
fewer than 20 advertising 
who account for about £400, 
worth of business a year. Only 
recently has Jamaica adopted our 
system of payment of agents by ‘the 
newspapers—but apparently many 
agents continue to receive payment 
from the advertisers also! 

For part of his visit here, Mr. 
Trottman has been concerned with 
the West Indies trade delegation; 
the rest of the time he is spending 
in London and the provinces study- 
ing evening paper production. Two 
years ago he went on a_ similar 
mission to the U.S. Mr. Trottman 
is president of the Jamaican Press 
Association, to wich all his coun- 
try’s advertising people belong. I 
gather that he is exploring the 
possibility of establishing a 
journal in Jamaica. 


+ * * 


NEWCOMFR to the executive 
staff of Richard Potts & Partners 
Ltd., , is eminently 
versatile. He has spent 25 years 
applying his skill as an artist to the 
creative problems of many lar 
national advertisers; he has de. 
signed and sometimes patented 
many novel methods of packaging 
moving displays; and he is animator 
of the i Medallion Press 
Theatre books. 
Mr. Hote’ s latest achievement is 
to build his own house at Hasle- 


QNE of the last of the old-time 
Ryan, of Water- 


— Michael 
rd, died the other day. He saw 
change from case to machine- 
an — his 80 years. Ryan 
the py a Express in 1907 
as foreman compositor, and from 
that time until I, retired after ht. 
years’ service, was hon. 
tary of the Waterford branch h of 
the Typographical Association for 
10 years was clected president 
27 times. He was known to thou- 
sands in the printing trade in these 
islands. On his retirement he was 
awarded a Bra medal for long 
service as a Branch official by the 
executive of the Associa- 
tion. 


- on 


AT A luncheon in the House of 
Commons recently, Miss 
Harris was presented by _ the 
directors of W. S. Crawford Litd., 
with a silver tea service and a 
ue. Miss Harris, as an- 
nounced last week, has now retired 
from Crawford's, She joined in 
1919 as secretary to the late Thomas 
who was one of the original 
directors of the firm with Sir 
William Crawford. Later she be- 


came secretary for 12 years to Sir 
William himself, and since 1938 has 
_manager of 

departmen: 


been agency's 
it. 


BBirTHDAY celebration 
20 years of business has just been 
held by the Sao Paulo firm of 
Seagers do Brasil—Seagers’ Brazil 
concessionaires. 
—y a slogan, 
put across 
Peach, and the ure of 
“Dr Siga," has been used 
the advertisements. The slogan 
Serves a dual purpose. Apparen A 


“dij means “give” or “give me, 

and “Shen” helps the Brazilians 
(who, of course, speak Portuguese) 
correctly. 


ADVERTISER'S WEEKLY 
HE’S HOME AGAIN 


ft — moving around quite 3 
bit, J. Ireland, mana manag 

Earl Eagling Publicity’s new ton 
office, is now pen Py round 
the corner from whe was born. 
He has been a writer in the studio 


of G. S. Royds and assistant in 
Yardley's covenas department. 
He joined Murray Watson in 1949, 
became advertising manager of 
Murphy Chemi Com in 
1951, and to 

ar % 


D. Courtney Embley and the tractor. 


HB EXPECT that one could find 
someone in the advertising world 


interested in literally any subject, 
from Dutch cheese bels to 
een age ye At least 
PP. however, former 
know — gf camiter ies has 
by the picture re- 
Ae r this 
Coopnaey Em! 
motion manager of 
International Ltd., astride (7?) a 
vintage traction engine, 
Just one short ride on 
these agricultural “ billies”’ 
and he was sold, ‘ow he intends 
to buy one—and he will not be 
a f— until he has, he told me. 
uaintance with a sub- 
lect that s like becoming an 
obsession was at the National 
Traction ape Association Rally 
held at Appleford, near Abingdon, 
Berkshire. Although the rally was 
held in pouring rain, 
thousand enthusiasts attended, and 
. some sum was raised at 
rity. © event was organi 
YY Alastair Dacre ’ Pub- 
licity and Editorial Services Ltd. 


Contact 
WEEK'S WISECRACK 


“~ 


one of 


“He says he went to 
Wimbledon to do some 


more ‘ That's Shett—That 
Was’ drawings,” 
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‘Transport World’ changes hands 


Wheatland Journals Ltd., who 
are associated with U.K. Publi- 
cations Ltd. have acquired 
Transport World, described as 
the oldest journal in the road 
passenger transport industry. 

James Finlay, managing direc- 
tor of the Transport World 
Publishing Co. Lid. for 20 
ears, has retired through ill 
ealth 

Transport World is 
weekly and monthly. ere will 
be no change in editorial policy. 

Wheatland Journals Ltd. last 
year took over the Baker and 
Confectioner, a weekly estab- 
lished in 1892, and started a 
new monthly, Cleaning and 
Maintenance. They also publish 
Brushes, Fibre Industries and 
Cordage World, Wire Production, 
the Blindmaker, the Directory 
of the Brush and Allied Trades, 
the British Chiropody Journal 
(Actinic Press Ltd.), as well as 
technical and professional books. 

Associated with U.K, Publica- 
tions Ltd. are the Public Ledger, 
London's oldest daily, and the 
Daily Freight Register. 

E. T. Portwin, chairman and 
managing director of Wheatland 
Journals Lid. has announced 
that G. F. Warren, another direc- 
tor, will look after Transport 
World, with Alfred Mann con- 


ublished 


tinuing as editor 
Danvers as 
manager. 


and Derek 
advertisement 


Advertising and _ editorial 
offices will remain at 287 
es High Road, London, 
S.W.16. 


* 
First issue of Overseas Visitor 
has 32 pages plus cover, with nearly 
10 pages of aeogenanents. 


Publishers of “he Bible, book- 
shops and religious organisations 
a ind par 6 advertisers S 

page Bible lement 
lished cpeeniey by 7 he ‘Times. os 


The Times of Brazil, the i 
language paper published nee 
The 
The 
by 


* * 


Paulo, is being reorganised, 
paper has changed ownership. 
reorganisation is being handled 
the new editor, Roy Savill, recently 
assistant editor of the Garage and 
Motor Agent in ~- omy. 

* 


The quarterly * Chitdren’s Wear 
will be published monthly as from 
October 20, 


na ae 
The June 11 issue of 


Bappernns carried a leading article article 
which outlined a new policy for 


dealing with smoke pollution. The 
current issue carries a letter from 
the Ministry of Housing and Local 
Government _ stati that the 
ae Harold acMillan, will 
bring the editorial to the notice of 
the Beaver Committee on Air 
Pollution. 


Those who know 
best about 
advertising.... 


+++. SAY 


Wass, Pritchard 
know best 
about printing* 


WASS, PRITCHARD « co. ir 


85 FENCHURCH STREET, LONDON EC3 Tel: ROYal 7141 


* Specialists in Print by Photo-Litho-Offset 


Portraits take to 
the road 
The 


launched a 
graphic exhibition based on 
“Portrait Gallery” series which 
blished each Saturday. 
‘he exhibition consists of 32 


Page rates of the Shopfitting 
Trades Journal 
increased by £6 10s. 
black and white as from September. 
kK Bd * 

Circulation of the new —ey 4 
trade paper, Grocery News, 
launching of which was repo c 
last week, will be Pn TE ms and 
waranteed at 15,000. Rates will 

£2 per 1,000 circulation for a 
standard unit of space measuring 
6 in. by 54 in. Imitation art paper 
will be used. First issue, for 
September, will contain a preview 
of the “Food Fair’ which opens at 
Olympia on September 7. 

+ * ok 

The annual special number of 

Chemist 


is a 238- 
page issuc. It has 165 pages of 
advertisements. 


Diamond Jubilee 


Agriculture, ie official journal of 
the Ministry of A iculture, will be 
celebrating _ its iamond Jubilee 
with a special issue in September. 
Advertisement pages for the en- 
larged issue are being handled by 
Cowlishaw & Lawrence (Advertis- 
ing) Ltd. 

* * * 
This week's issue of John o’ 
’s Weekly will be a special 
summer books number with a front 
cover in two colours. Its 40 
will include 15 pages of advertise- 
ments. 


ok 

Angling Times" is ae rods 
and reels to the value of £500 for 
big fish caught and for feats of 


angling skill. 
a 
A Weekend publica 
As weil as car- 


Laughs, selling = - 
pages, plus cover. 

toons and pin-up photographs it 
carries 18 pages advertisements. 


Modern Woman 
have nm banned in the Republic 
of wane 


* * 

The claim that Hulton Press were 
believed to be the first publishers 
to use Radio Luxembourg since the 
war is challenged by the B.M.A. 
They point out that Doctor 
sponsored a 15-minute programme 
on June 2 3 


* 

Sales ot Motor Cycle’s s 
T.T. numbers on June 17 and 24, 
were the highest ever recorded for 
these issues. Both were supported 
by an extensive advertising cam- 
paign in the national and p 
press. 

* *K « 


The July issue of Harper's 
Bazaar contains an offer of the 
Harper's Bazaar Beauty Box which 
contains samples of seven cosmetics. 
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Miss Patricia ee pe 


Parliamentary ae 
Ministry of Health lo 
open, the 
lympia next 


ge Cleanin 
Trades’ hibition at Siym 

It will be open until 
- * 


Nevin D. Hirst Adenine Ltd., 
Leeds, ents for rthern 
Comman Tattoo, have designed 
and erected a poster measuring 18 
feet by 15 feet in Woodhouse Lane, 
Leeds, for the event. It is said to 
be one of the largest posters ever 
to appear in the city. 


Horror posters 


Worthing Road Safety Committee 
are to invite members of the public 
to design a safety poster—with the 
accent on horror. 

* * - 

Windsor Corporation has been 
asked by More O’Ferrall Ltd. if it 
has any sites it will be willing to 
lease or sell for outdoor advertising. 

* * * 

Morecambe and Heysham Cor- 

ponte is considering the use of 
shelters for advertising. 
7 * * 

Two hundred members of the 
British Kinematograph Society 
visited the Highbury studios of 
High-Definition Films Lid. They 
were received by T. C. Macnamara, 
technical director of the company. 

* * * 

Harrogate Council has decided 
that in future special permission 
must be sought for the display of 
conference signs on trees and lamp- 
posts. 


Non-shrink shorts 


A two-colour brochure is being 
distributed by “‘Sanforised”’ Service, 
Manchester, pointing out that most 
of the tennis cottons designed by 
Col. Teddy Tinling, and worn by 
the leading Players at Wimbledon, 
carried the “Sanforised”’ label. 

7 * * 

The third British Food Fair will 
be held at Olympia, September 7-18. 
Stand space will be 25 per cent 
greater than last year. 

* - * 

The Fleet Street Players are now 

y reading and in the near future 

ve final auditions for the play 
that is chosen. Anyone interested 
should contact Miss G. Jansen, 7 
Nimrod Road, London, S.W.16. 

* : * 

Cc. J. Hanson and C. Newton, 
managers of Display Craft Litd., 
spoke on the company’s silk screen 
printing activities at a meeting of 
the Printers’ Managers and t- 
seers’ Association. 

* * * 
a = of Bourne Hill, Lon- 
don, red the poster for the 
London Steen. Festival Hall exhibi- 
tion and not C. J. Lytle (Adver- 
tising) Ltd. as stated in a recent 
issue. Lytle’s arrange space for 
London Co-op. outdoor adver- 
isi ith the ion Transport 
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@ Continued from page 3 


‘Morals of agents are not below 
common standards ’—Warburton 


comed commercial _ television. 
He said that the Society's attitude 
had been neither for nor against 
television, but if it came, they 
wanted it good from every point 
of view. They trusted that the 
Independent Television Authority 
would use their great oppor- 
tunities wisely and well. 

“A good many odd things have 
been said about commerce and 
advertising in the course of the 
debates on this Bill,” said Mr. 
Warburton. “We do not believe 
that the morals or taste of busi- 
ness men who pa 
tising, or those of our friends 
the advertising agents, are below 
the average of this country and 
we do not wish for depraved, 
licentious or boring television! 
—_ evidence of this is our 

enon of some form of 

untary control over advertising 
po television, of which a good 
example is the committee that 
ensures the observance of the 
British Code of Standards in rela- 
tion to the advertising of medi- 
cines and treatments.” 

Previously Mr. Warburton had 
said that able as our adver- 
tising agents were, eager as media 
owners might be to improve their 
vehicles for carrying advertising 
to the public, it was the firms 
that pay for the advertising who 
determine the direction and tone 
of it. The Association wished 
much success to the campaign to 
educate the public in regard to 
advertising that was being under- 
taken by the Advertising Associa- 
tion, which did so much to 
educate advertising men and 
women in their profession. 


New officers 


P. G. E. Warburton (chairman 
and managing director of Richard 
Hudnut Ltd. and associated com- 
panies) has been re-elected president 
of the Society. 

The ser residents are Sir Harold 
Bowden aleigh Industries) and 
Clifford J. Harrison (Horlicks Ltd. 
and S. C. "Johnson & Son, Ltd.). 

The new council consists of 
Lt.-Col. M. (Bat- 
chelors Peas), E. Cc. Bowyer (Society 
of British Aircraft Constructors), 
J. G. Bridges (British Travel & 
Holidays Association), C. G. 
Browne (Hove Corporation), T. D. 
Craven (McDougall’s Ltd.), R. M. 
Evans (Imperial Typewriter Co.), 
N. F. Fabricius (Beecham Group), 
Dr. W. F. Felton (Ronuk), Leste 
Gamage (General Electric), E. W. 
Hague (Thos. Firth & John Brown 
Ltd.), C. C. W. Havell (Imperial 
Tobacco), Lord Mackintosh (John 
Mackintosh & Sons), Robert Martin 
(Bob Martin Ltd.), R. F. Maxwell 
(Smith & Wellstood), & McVie 
(Standard Telephones Cables) 
Ww. i. M (Machine Tool 
Trades Association), Miss K. M. 
sone (L inguaphone Institute), 

Niven (Mechans Ltd.), 
Wallace N. Ormrod (Vantona Tex- 
tiles), W. E. Phillips (Guinness) 
John Ryan (Metal Box), Sir Basil 


fe (Tan ty Lid.), 
B. Wilson “(Raleigh In- 


x Walmsley 


dustries) 


(Aspro Ltd.), 


for adver- - 


Public recognise 
the RT-SA 


Thanks to increasing publicity 
in newspapers, trade journals and 
broadcasts, the Retail Trading- 
Standards a is becom- 
ing increasingly identified by the 
trade and public as the organisa- 
tion which voluntarily uses the 
Merchandise Marks Act to stop 
abuses and as an authority to 
whom disputes can be referred, 
states the Association’s annual 
report. 

There has been “an ex! ional 
increase” in membership, includ- 
ing several companies of national 
eminence, in 1953. 

Among individual organisations 
from which the Association had 
asked for support in tackling 
common problems were the Ad- 
vertising Association, the British 
Direct Mail Advertising Associa- 
tion, the Incorporated Society of 
British Advertisers, the News- 
paper Proprietors Association, 
the Newspaper Society, the 
Periodical Proprietors’ Associa- 
tion and the en on ogi Associa- 
tion of Great “Britain. 


(New officers—page 3%) 


LEGAL AND 


GAZETTE 


VOLUNTARY LIQUIDATION 

A meeting of creditors of Alfred 
Marks Publicity (London) Lid., Pullwood 
House, Fulwood Place, London, W.C.1, 
advertising and publicity agents, was held 
recently when a statement of affairs was 


presented showing Mabilities amounting 
to £5,511 13s, 8d., w 
£4,311 18, Id. was due to trade 
creditors. 

The of a book value of 


assets, 
£2,615 1s, 7d., were estimated to realise 
£1,183 2s, id., 


were net assets of £1,169 &. Id., or a 
deficiency as regards creditors of 
£4,342 5s, 7d. 


WILLS 


Bvesasp Frank Cope, of 
Lodge, Aldridge, Staffs, printer and pub- 
lisher, proprietor of the Walsall Times, 
Wednesbury and Darlaston Times, the 
Lichfield Times, and the Rugeley Times, 
left £12,380 6s. 2d. gross, £10,043 0s. 2d. 


Sandycove, 
of the Dublin’ Evening Mail, 
in England and the Republic of Ireland 
valued at £7,052 158. Sd. 

THomas James (On THOMAS) Swaapricx, 
of 13 Hollywood Avenue, Penwortham, 
near Preston, head of Thomas Swarbrick 
Lid., P.R. consultants, who was killed 
with his wife in a car crash on Septem- 
ber 19 last, left £4,160 Os, 8d. gross, 
£3,698 4 10d. net. His wife. Eltzabeth, 
left £3,499 Is. 7d, gross, £3,425 195, 1d. 
net. 


Prentis & Varley left 
£256,914 158. 7d. gross, £254,165 13s. 10d. 
net value. (Duty paid £140,810.) 

Auseet Hatotp Watxern, of Si St 
Georges Wood Road, Brookmans Park, 
Hatfield, Herts, chairman and managing 
director’ of Reid Walker Advertising 
Led., left £10255 108, Sd. gross, 
£10,020 12s. 10d, net. 

Cuastes Dowatp Rawr, of » — 
Edwards Grove, Teddington 
Editor of ADVERTISER’s Wenn heh left 
£2,943 1s. 4d, gross, £2,082 Se, 10d. net. 


ADVERTISER'S WEEKLY 


a 


for 


today 


We urgently require a first-class copy-writer 
who Is a master of the written word. He will 
form an integral part of our creative planning 
and promotional teams. His job will consist 
entirely of creating inspired copy for Home and 
Overseas Sales literature, Press advertising 
and direct mail for Rotairs, the 
fascinating new medium now being marketed 
by us in every leading country throughout the 
world. This is a completely new and permanent 
job with unlimited possibilities and the 
prospects are as good as the person. 


material 


Apply in writing to :— 

The Managing Director, 

THE MILES GRIFFIN COMPANY 
4 SEATON PLACE, HAMPSTEAD ROAD, 
LONDON, N.W.1. 
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Unilever v. 
The Rest: 


Lid, 
In answer to the Bird’s openi 
onslaught in the national dailies an 
weeklies, Unilever subsidia 


and Northampton_for Puffin Com- 
a Cake-Mia, The local press is 

ng used supported by filmiets 
and van-side posters. Agents are 
Lintas Ltd 


Plans for larger-scale distribution 
will be made when results of the 
tests can be assessed. 


Current Advertising 


New 
more products follow 


The Sunbeam Corporation of 
. USA. have floated a 


account is regarded 


£50 prize for a housewife’s name 


Davenports Lid., of Birmingham, 
next week open a competition to 
a name for a “typical young 


Name this housewife—and win £50. 


Davenport housewife.” Advertise- 
ments in the Birmingham Mail and 
Birmingham Evening Despatch will 
announce the competition, which 
will last a fortnight. 


Their exincial campaign, 
handled atson Lid., to 
celebrate = aoe of bottling “C. B.” 
beers, was reported in last week's 


ADVERTISER'S WEEKLY. 

Davenport Lid. are to give £50 
for the name which best ribes 
the zoune, housewife, whose virtues 
are the lity to balance her weekly 
budget and to look after her family, 
a value of thrift, an ona 
of home life, and the ability to 
judge excellent quality. 

The model used for the com- 
petition will be featured in a 
number of Davenport advertise 
ments in the next six months, 


dry-shaver arrives: 


evenings. National advertising will 
follow later. 
Before the war 50,000 ae 
masters were sold in this coun 

Dealers now report that up ane 

machines a week are stil 

returned to them with requests = 
repairs—one of the indica 

the makers believe, that there wi 

be a ready sale for them 

In U.S.A. over four million 

Shavemasters have been sold since 

the war. 

Following the Shavemaster, an- 
other Sunbeam product will be 
ready for distribution in Marche 
although the advertising will break 
in January. Sunbeam have not 
disclosed what this product will 
nor have any of the media which 
will be used—apart from the 
London evenings for the August 
launching—been announced so far. 
A large amount of local press ad- 
vertising tying-up with is 
ex ed, however. 

unbeam are the second 
to announce a new dry-shaver for 
this country recently. Last week 
Ronson Products Lid. (with Mather 
& Crowther as agents) announced 
a dry-shaver that will be launched 
in October. Biggest appropriations 
for last year by already established 
dry-shavers  d i of Reming- 
ton and Philisha 


Garden pea campaign 


The new summer campaign for 
C. E. Morton Ltd.'s tinned garden 
peas is due to break =r > Large 
spaces in national dailies 
weeklies have been booked, with 
copy following a new theme. 
oon ts are Masius and Fergusson 


CURRENT 


ADVERTISING AT 


A GLANCE 


Accounts 


BENGERS LTD. and Bengers 
Lid, for Foote, Cone 

& Belding Ltd., with effect from 

to-day ( ursday). 

METALLIC SLIDE FASTENER 
' ASSOCIATION for Alfred Pem- 
berton Ltd. Trade press cam- 
paign in preparation. 

STEVENSONS DYERS LTD. for 
Everetts Lid. Trade press 
sales promotion for “Dylan” to 
be launched shortly. 

SUNBEAM ELECTRIC LTD. for 
Scott-Turner & Associates Ltd. 
EMBROIDERERS’ GUILD for 
John Pinder-Wilson & Partners. 


1955 Exhibition of Embroidery to 
be organised. 


Campaigns 


CRAWFORD’S TARTAN SHORT- 
BREAD, using ye A pages in 


capa By iy y autumn 


Hoffman 

GRAFTON  ANTI-SHRINK 
FASHION FABRICS, using 
women's magazines, dressmaking 


AMPLION RANGEFINDERS 
AND DACORA CAMERAS, 
using trade magazines (Roles & 
Parker Ltd.). 

MAPLES, using West Country ~ 
vincial press to announce 

opening of Exeter store (Roles "z 
Parker Ltd.). 

SARSON’S VINEGAR, using pro- 
a weeklies and . lead- 

women’s 


journals (C.J. Lyte Advertising 


_- > cs may Ds using 

magazines trade press 
for launching campaign (Kings- 
cott Lid.). 

CAMILTONE TONRINZ, 2» 

leading women's 

(Gordon & Gotch Ltd.). 

*DRIWAY RAINCOAT  LTD., 
using national press, magazines 
and _y- F- provincials for 
autumn 


(Dudley Turner & a ace 7 BY 
CONSOLIDATED ZINC COR- 
PORATION, using Economist 
ah Financial Times (Downtons 
VANTONA LTD., 


MORTONS GARDEN 
using large spaces in nati 
dailies and Sundays for summer 
campaign with new theme (Masius 
& Fergusson Ltd.). 

OUTSPAN ORANGES, using 
colour spaces in magazines, large 
Spaces in national press, posters 
et mes (Mather & Crowther 

PUFFIN CAKE-MIX, using large 
spaces in local press, filmiets and 
van-side posters for testing cam- 
Low in Huddersfield, Exeter 

Northampton (Lintas Ltd.). 


PLAZA, using women —< and sine 
magazines for 
breaking in July S Ze “Garland 
Advertising Ltd.). 

DAVENPORT’S LTD., using Bir- 
mingham dailies for’ competition 
(Murray-Watson Litd.). 

~ panes PRESERVING CO., 

Radio Times, 

eine — fies and children’s 
magazines for new campaign 


break vambe & 
is 


Whe uses the oldest 


WHO'S USING THE OLDEST — 
_ REMINGTON TYPEWRITER? ‘| 


REMINGTON: 


With this ad. R 
are launching & 
competition to find the oldest 


Remington 
pa el use. 


runvers-u, 


emington Rand Lid. 


pe still in 
typist using the 
machine will be invited to spend 

a week-end in Paris, a new port- 
able Remington will go to the two 


Brand new Remi 


ton Stan lar ds for the owners 


replace the 


three machines. 


The competition closes on A 
31. Until then spaces have 
— in the national dailies and 

y of the leading provincials 
giving t 


‘Keen 


j _ of the competition. 
Agents for Re . 
are G. Street 


ngton Rand Lid. 
& Co., Lid, 


Shrink-proof standard 
mark for wool 


— ” 


This mark may be used 
on wool and wool-mixture textiles 
which have been ted 


Govt. publicity 
spending up 


The Government expects 
more on inforemtion be both home 
--A overseas, in the next financial 

Estimated expenditure for 


I9s0-ss is 


to spend 


£12,565,300 compared 


with £12,237,250 for the previous 


expenditure is 

at 2.353.000" en an increase of i o 
te 1953-54, and overseas 
ry ed at £10,231,700, which is 


£254 
Provision for the Nationa! Savi 
Committee is £349,800, and for 


2 ponte, 


ope? Savings Committee £23, $50, 


these allowing for the 
special campaign to be = 
in the autumn. The War Office 


figure is £355,100, and that for 
Air ~—= £246,450. 
Admiralty £122,500 


For 


the 
the 
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CLASSIFIED ADVERTISEMENTS 


Write, 


mens hich will be returned) to: 


Salary accordin 
5-day week. 


Reason for pm ge A 7 


SMALL ADVERTISING AGENCY (I.P.A.) 
in London, W.C.2, District 
requires ARTIST of all-round proficiency 


to do visuals, layouts, perhaps finished lettering 
reasonably good figure work, retouching. 
Versatility more important than 


ours 9-5. 


Box 8046 Advertiser’s Weekly 180 Fleet Street EC4 


to ability. 


retirement 
salary expected; be ag gredie ony aya 
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APPOINTMENTS VACANT 


If you are 


a young designer who has a few 


years’ London agency experience and 


now feels in need of greater scope 


. who likes to work with a team of 


Director, 
Flair or knowledee of publicity and 
layout an advantage. Shorthand and 
typing essential, Good ones position 
with chance 


company. Write ‘ane, queltiestions and 
salary to 76 _oubwert Street, S.E 
or te Mr, Shackell, WAT sas. 


PRODUCTION 


Young Production Man wanted by 
medium-size, progressive London 
Agency. Must have completed 
National Service and be conver- 
sant with typesetting and block 
ordering. Previous agency exper- 
ience preferred but not essential. 


Box 8014 
Advertiser's Weekly 180 Fleet St EC4 


CAPABLE YOUNG LADY with know- 
ledge of layout and finished work. 
Excellent prospects person with 
initiative. Swudio situated N.W. 
London convenient he 
Line, 8, 46 and 52 buses rite 
stating age. salary 
Son 0034 Ad. Weekly 180 Pleet St BC4 

SENIOR 
COPYWRITER 
required 
Experienced, versatile. 
Details please to: 
FREDERICK ALDRIDGE 
LIMITED 
1, Whitefriars Street 
London, £.C.4 


OPPORTUNITY for young man 
to take over advertising and sales pro- 
motion for small retail chain of shops. 


Personne! Manager, S, Beliman & Sons, 
Lid., London Road, Brighton, 


EXPERIENCED Getta wen 


MANAGER required 


by 


Periodical Publishing House. vie 


fully, in 


confidence. 
Box 8033 Ad. Weekly 180 Pleet St BC4 


PACKAGE 
DESIGNER 


required 
on the creative side. A man 
aged between 25 and 35 years 
with previous experience in 
this line will find the post 
offers plenty of scope. 

Apply : 

Box 8016 
Advertiser's Weekly 180 Fleet St EC4 


above all, who is interested in 
advertising, as well as design .. . 


or 


a typographer who also has a 


few years’ London agency experience 


. who is able to carry out clear 


and precise type mark-ups for press 
or print ...and make intelligent 


w. 


work. 


ANTED, YOUNG MAN 
on one ee 0 & feted 


with creative 
art 


require 
Fully Experienced Artists 
SCRAPERBOARD 


required. 
Box 8023 Ad. Weekly 180 Fleet S BC4 


‘Phone your Classifieds to CHA 8844 (Ex 25) 


why not write or phone:— 
The Art Director, 


FOOTE, CONE & BELDING LTD. 
27 Hill Street, W.1. 


MAY fair 9181 


a eee | 
RATES: APPOINTMENTS VACANT, 3s. 6d. per line, 40s, per display panel inch. : 
APPOINTMENTS WANTED, 3s. per line, 35s. per display panel inch. All other 
classifications, 4s. per line, 45s. per display panel inch. Minimum, 3 lines. Box No. f 
charge, one line plus 9d. covering postage, etc. Series rates on application: all ha 
advertisements under seven insertions MUST BE PREPAID. Addrew “Advertiser's 5 

Weekly,” 180 Fleet Street, London, E.C4A. CHAacery 8844 (Ex. 25). d 
.. 
APPOINTMENTS VACANT é 
Sttmations Vacant: ‘‘The engagement of persons answering these advertisements must = 
be made through a Local Office of the Ministry of Labour or a Scheduled Employment a 
A a yt yt TO A Le 
unless he oF or employment, excepted from provisions a 
Notification of Vacancies Order 1952.” a 
ee 
ee a 
a 
me 
° J . f; 
YOUNG MAN wanted as Personal JUNIOR ADVERTISEMENT REPRE- . 
SENTATIVE required for old estab- = cat 
lished specialised class magazine. ae 
Salary and commission, Write oo 
Box 8035 Ad. Weekly 180 Pleet St BC4 Ba | 
Male, required for permanent position Good afr 
salary. Write or phone for appointment with Pe! 
specimens of work to: <a 
DOUGLAS McLACKLIN STUDIO LTD. Be 
13 Grape Street, W.C.2 at 
Tém 4032 nt 
a re 
**f es # 
Re Bi, 
re 
ee i 
adaptations ... a 
“Esquire” (Promotion Department), 39 a; 
Upper Brook Street, W.1. ie 
- 
GU&LCHRIST STUDIOS LiMiTED aa 
and “a4 
RETOUCHING Bie 
Phones Holborn 0481 for sppointment. a 
MAKE-UP AND COPY CLERK, age ; 
21-30, 4-7: by large London ™ 
experienced. Pension Fund. Staff te 
Adve 5 tenemos DY experience canteen, Five-day week. Write t! 
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APPOINTMENTS VACANT 


CARLTON 


want 


ARTISTS 


particularly 
lettering artists 


THEY OFFER 


First-class work trom 
leading art directors 


Good companionship 
and association 
with leading artists 


Generous rates of pay 
to good man 


A five-day week 
Hours 9 a.m. to 5.30 p.m. 


Time and a half for 
overtime 
Superannuation scheme 
for long-term employees 
Planned studios 


overlooking famous 
London Square 


Paid holidays 


Write stating experience and 
salary required to Art Director 


CARLTON ARTISTS LTD. 
38 PORTMAN SQUARE, W.1 


De not send specimens 


Juty 1, 1954 


CLASSIFIED ADVERTISEMENTS BL APPOINTMENTS VACANT 


APPOINTMENTS VACANT 


yt, » FU.. 
he of she, oF 


The engagement of ~~ answering these advertisements must 

the Ministry of 

Se Sees © © Ge Sane Eee laeeaies af 0 wanes Ge Eee tncnaie 
in from the provisions 


or a Scheduled Employment 


of the 


Notification of Vacuncloe Onder 1982." 


ADVERTISING 
MANAGER 
required 


for leading firm of Mechanical 
Handling Engineers. Applicants 
for this post should have an 
appreciation of the importance 
of mechanical handling aids to 
industry, should be able to direct 
a Publicity Department and be res- 
ponsible for press schemes, print, 
exhibitions and P.R.O. work. Only 
men with drive and initiative will 
be considered for this important 
post. Salary to be £1,000 per 
annum according to experience. 


Advertiser's Weekly 180 Fleet St EC4 


London publishers of 
TRADE AND TECHNICAL 
JOURNALS REQUIRE 


man to take charge of Publicity 
Promotion and Public Relations 
work for the Company's publica- 
tions and exhibitions. Must be 
able to handle the Press work at 
trade exhibitions and write con- 
vincing copy for Direct Mail 
promotion, ‘house’ and other press 
advertising. 


Write in confidence, stating age, ex- 
perience and salary required to : 


Box 8017 
Advertiser's Weekly 180 Fleet St EC4 


ARTIST PARTNERS LTD. have 4 


vacancy for a junior shorthand typist- 
secretary. Generous salary. Summer 
holiday can be arranged. Please telc- 
phone Hyde Park 9941. 


PRODUCTION 
MANAGER 


Growing agenc looking for « man 
aged 30-40 to of vy complete charge of 
production He must know his job 
thoroughly, be able to produce sound 
layouts and enjoy handling plenty of work 
A creative flair would be an sdventege. 


letters only please, to: 
S. F. & PARTNERS LTD. 
4a Bloomsbury S$q., W.C.1 


LEADING 
LONDON 
AGENCY 


has vacancies for 
capable and efficient 
staff with previous 
agency experience as: 


1. Typographer 
and Layout 
Artist 


2. Print Buyer's 
Assistant 
Write, giving details 
of experience, age and 
salary required, to; 


Box 7967 
Advertiser's Weekly 180 Fieet St EC4 


ASSISTANT TO PUBLICITY MAN- 
AGER of rapidly expanding radio and 
television organisation required at Head 
Office in Swindon, Experience of lay- 
outs for press advertisements, leaficts, 
and brochures, etc., desirable. Artistic 
ability essential. D.A.A. an advantage. 
Good salary and excellent prospects to 
suitable applicam, Full details of age, 
education, and experience w: Publicity 
Manager, Relay Exchanges Lid., 158 
Rodbourne Road, Swindon. 


SENIOR ASSISTANT required by Ad- 


vertising Department of large engin- 
cering group in the North-West. There 
are good prospects for a man between 
25 and 35 years of age who can 
assist in the production of press 
advertisements, catalogues and sales 
literature. Working conditions are 
comfortable, holidays generous and a 
pension scheme is in operation. Salary 
according to experience but not less 
than £600 p.a. Full details to Adver- 
tising Manager, P.O. Box 31, Stock- 
port, Cheshire. 


SECRETARY /SHORTHAND 


TYPIST 
required in London by printing con- 
sultant with wide foreign interests. 
Must possess initiative. Write 

Box 8025 Ad. Weekly 180 Fleet St BC4 


EXPERIENCED 
PRODUCTION MAN 


to work on Nationally adver- 
tised and interesting accounts. 


Previous experience is 
essential. Wri ite oy appoint- 
= giving full — 
o » experience and salary 
caponed to: 
The Production Manager 
MASIUS & FERGUSSON LTD. 
40 Berkeley Square, London, W.) 


WELL ESTABLISHED clectronic com- 


ponent manufacturers have vacancy for 
a man 20/22 in the advertising depart- 


ment: 

Service and had at least one year's 
agency experience. Sales promotion 
work covers press advertising, technica! 


will provide first-rate experience for a 
young man who is prepared tw work 
hard. Applications to state (in con- 
fidence) full details of education and 

tion of the 


Ad, Weekly 180 Fleet St BC4 


Important 
Creative Appointment 


This medium-sized London Agency 
has a vacancy for a first class adver- 
tising man whose strength is on the 
creative side. The man required will 
not label himself “copy-ideas” in the 
narrowest sense, since he will prepare 
complete campaigns, in a highly com- 
petitive feminine market, from a wide 
experience of the modern Agency’s 
functions in merchandising, research 
and point-of-sale co-operation. The 
salary will be commensurate with the 
high standard of creative thinki 

required and applications are invited 
in writing in the first instance, to 


Managing Director, Box No. 8031 


Advertiser's Weekly, 180 Fleet Street 
London, £.C.4 


Our own staff know of this appointment 


"Phone your Classifieds to CHA 8844 (Ex 25) 
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Jury 1, 1954 


APPOINTMENTS VACANT 


ACCOUNT EXECUTIVE 


AS 
PERSONAL ASSISTANT 
TO DIRECTOR 


Opportunity now occurs for sound 
advertising man between 30/40 to 
take active and increasing share in 
account handling, and to build up 
to a top position in steadily expand- 
ing medium size agency. Man of 
good personality, thoughtful, then 
decisive is type required. The work 
can be exacting, but at all times 
interesting. if you can picture 
yourself in this post, send details 
of experience and the salary you 
would expect. All letters will be 
treated in the strictest confidence. 


Box 8047 
Advertiser's Weekly 180 Fleet St EC4 


DEPARTMENT of large 
manufacturing company requires assis- 
tam with at least 2-3 years’ agency 
experience. Willing to accept respon- 
sibility and control junior staff. Know- 
ledge of artwork, blocks and printing, 
and the ability to produce layouts and 
some copywriting are qualifications of 
the man we are looking for. Write 
fully, stating age, a and salary 


required, to the Advert Manager, 
Harris Lebus Ltd., Fiesbury Works, 
Tottenham, N.17. 


COMMERCIAL ARTISTS required by 
Manchester Agency. Ability to create 
good layouts essential. Excellent pros- 
pects for right men. Write with 
fullest details to 
Box 7972 Ad. Weekly 180 Fleet St EC4 


ADVERTISER'S WEEKLY 


CLASSIFIED ADVERTISEMENTS | 
[APPOINTMENTS VACANT 


“news press” form. 


material. 


WEST MIDLANDS GAS BOARD 
PUBLICITY ASSISTANTS 


Applications are invited for the position of Publicity Assistant (Male), 
for the production of sales promotion literature and other material in 


Candidates, preferably with agency background, should be capable 
of transposing technical data into simple language and have a know- 
ledge of typography, finished art work, 
Commencing salary £510 x £20-£590. 

JUNIOR PUBLICITY ASSISTANT (Male or Female) 
To assist in general preparation and layout of sales literature and 


Commencing salary £395-£475 (Male); £316—-£380 (Female). 

The posts are located in Birmingham, are pensionable and the successful 

candidates may be required to pass a medical examination. 

Applications toe the industrial Relations Officer, West Midlands Gas 
Board, 6 Augustus Rood, Edgbaston, Birmingham, 15. 


the preparation of layouts, etc 


FIRST-CLASS LETTERING ARTIST 
REQUIRED. Please call at R. J. 
Harmer, 62 Oxford Street, W.1. 


INTERESTED IN PRODUCTION ? 


. aged eround 20-227? Then ring 


as @ market fewer, able 
to produce short Post would 
sult man or woman, age 25-30, wish- 

gained = in 


continuous practice 
Box 7638 Ad. Weekly 180 Fleet St BC4 


Graham & Gillies 


are looking for a first-class 


GROUP 
ART DIRECTOR 


He will be responsible for the work on a widely varied 
group of accounts and must be able to prepare rough 
visuals and finished layouts of the highest standard. 
He must be a good figure artist with sound creative 
ideas. He must work closely and constructively with 
copywriters, account executives and production 
men, taking an active interest in every campaign 
from first planning to final proof. Needless to say 
he will receive a very good salary. 


Write but please remember that this is a senior art 
appointment ; THe Art Director, GRAHAM & GILLies 
Limirep, 37 Golden Square, London W.1. 


ARTISTS required by leading Northern 
Advertising Agency. Able w produce 
rough visuals and carry same to a 
semi-inish for submission. Wide 
variety of accounts makes the work ex- 
tremely interesting and varied. Salary 
£800 per annum 


experience to 
Box 7973 Ad. Weekly 180 Fleet S BC4 


CAN WOMEN 
WRITE COPY? 


From its 35 years’ experience 
this well-known London Adver- 
tising Agency knows that some 
of them can. And it needs one 
urgently—to work on some 
interesting national accounts. 
If this vacancy interests you and 
if you are between 20 and 
30, please send concise details 
of your age, ground, 

cation, experience and 
salary required to the Creative 
Director : 


STEPHENS ADVERTISING SERVICE LTD. 
11 New Court, Lincoln’s tan, W.0.2 


A YOUNG LADY between 23-26 years 
required as production assistant. Only 
those able to work on own initiative 
on group of accounts should apply 
Congenial working conditions in 
Kingston area. Please write 
Box 8019 Ad. Weekly 180 Pleet St BC4 


We require 
AN EXPERIENCED 
LETTERING AND 
GENERAL ARTIST 


We offer 
ideal working conditions in 
small West End Studio, and 
top salary to right man. 


CREST PUBLICITY LIMITED 
76 NEW BOND STREET, W.1. 
Grosvenor 3026/7 


VERSATILE VISUALISER / TYPO- 
GRAPHER required for Publicity 
Department of a National Newspaper 


Must be fully ——— in preparing 


leaflets, 


md salary required, to 


Box 8053 Ad. Weekly 1 180 Fleet St BOs 


‘Phone your Classifieds to CHA 8844 (Ex 25) 


full details of 


Leading West End Agency 
now expanding its 
Production Department 
requires 
TWO 
EXPERIENCED 
PRODUCTION 
MEN 


Each will be responsible for 
the production on a Contact 
group's National and Tech- 
nical accounts and will work 
in very close liaison with the 
group’s Account Executive. 

Good prospects, 5-day week, 

genial conditi Holidays 
arranged for. Please send brief 
details of your career, stating salary 


required, to: 
The Production M 
Box 8049 
Advertiser's Weekly 180 Fleet St EC4 


LONDON FASHION PHOTOGRAPHER 
secks personal sales representative 
man or woman Contacts with top 
fashion houses and advertising agencies 
an advamage but keenness and apti- 
mde vital. Commimion scale 20 per 
cent net profits, Apply 
Box 8024 Ad. Weekly 180 Fleet St BC4 


LAYOUT ARTIST 
REQUIRED 


We are looking for an artist with 
ideas, sign sense, and 
knowledge of typography to pro- 


duce daneaas pencil layouts for 
client. Interesting opportunity with 
medium sized London Agency. 


Holidays? We will co-operate. 
Our staff know of this advertisement. 
ART DIRECTOR, 


Box 8016 
Advertiser's Weekly 180 Fleet St EC4 


SALES PROMOTION MANAGER. 
Littlewoods Lid. invite applications for 
an energetic Sales Promotion Manager 
for their Chain Store Division, Appli- 
cams mus heve sound all round and 
up-to-date experience of retail setling 

. the ability to produce all 

forceful 


and interior displays. 
utive appoinument giving full scope w 


stores throughout the country 
necessary. Good salary and prospects: 
life assurance and pension scheme, five- 
day week, Applications must give age 
and full details of education, experience 
and positions held, to Personnel 
Manager (Ref. §.P.), Littkewoods Mail 
Order Stores Lid, (Chain Store Divi- 


Bulidings, Cases Street, 
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ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


LAY-OUT 
ARTIST 


A vacancy occurs in a busy 
Advertising Department in 
the West End for a good 
all-rounder who is ambitious 
and requires more scope for 
initiative. 

Applications are invited 
from men or women. 

Write giving outline of ex- 
perience. no specimens 
in first instance. 

Opportunity to join liberal 
pension scheme 


Box 6018 
Advertiser's Weekly 160 Fleet St EC4 


INVOICE CLERK 


MANCHESTER FIRM of Steel, Tool 


and Wire Makers requires keen, active- 
minded man, aged 25 w W, w fill 
new position assisting General Sales 


CLASSIFIED eH 


Vacant: “The 


APPOINTMENTS VACANT 


engagement of persons answering these advertisements must 


be made through a Local Office of the Ministry of Labour or « Scheduled E 


Galees he or abe, or the 


is @ man aged 18-64 inctusive or a woman aged 18-59 inclusive — 
provisions 


Notilention ef Vecuncise Onder 1952." 


of the 


Layout 


YOU'RE JUST THE, MAN WE WANT! 


Wo poate ive 8 sig ed eden ted by » 
sound knowledge of printing and production methods 


‘ 


You work quickly and accurately to « clear brief and are keen enough to develop 
other people's ideas as well as your own. Your finished roughs show that you really 
can draw—even your figure work is good enough tor an ur imaginative chent | 
You ere young enough to sdapt yourself to different systems and different 
accounts—but old enough to have gained real experience in recognised agencies. 
You are « likeable sort of « chap, too—the type thet fits in well with « whole 
team of other Whesble chaps whe ere doing they uimost to help « very 


progressive agenc 
Yes—you're just the layout 


¥ to progress still 


to hear from you. 


GORDON & GOTCH ADVERTISING LTD. 
75-79 FARRINGDON STREET, LONDON, 5.C.4. 


further. 
man we want. And our Creative Director would like 


Manager with production of 
exhibitions, house journals, etc. Mus 
be able w write good English. Pre- 
vious experience of similar work essen- 
tial, and some technical engineering 
knowledge desirable. Pos offers 


Pension facilities, State y 
required. 
Box 8028 Ad. Weekly 180 Fleet St BC4 


(female) required 
with knowledge of advertising accounts 
and charging for West Bnd Agency. 


Five-day week. 


rite 


Wales Advertising Lid., 


or ‘phone, Art Director, Reid 


Square House, Fleet Street, EB.C4. 
3D PHOTOGRAPHY AND EQUIP. 


MENT. 


Salesman, 


preferably with 
industrial firms. 


and commission, 


Box 8022 Ad. Weekly 180 Fleet St BC4 


SUSSEX EXPRESS AND 


“COUNTY 


HERALD require young advertisement 


Opportunity to work on own initiative representative, newspaper trained 
in small department. Also keen junior (completed National Service). Write 
for Voucher Departmem, Write full details to Manager, High Street, 
Bos Ad, Weekly 180 Fleet St BC4 Lewes, Sussex. 


SENIOR 


ACCOUNT EXECUTIVE 


WANTED 


Mather & Crowther Lid. want one 
more male Account Executive who 
has worked in a large service 
agency, has handled major national 
accounts and has real experience 
of contemporary research, merch- 
andising and copy testing practice. 
Letters, with photographs, should 


be addressed to : 


MANAGING DIRECTOR, MATHER & CROWTHER LTD. 


LP.A. 
BRETTENHAM HOUSE, W.C.2 


BRIGHT YOUNG ARTIST for «mail, 
Progressive, weekly 
newspaper 
ideas wanted London area 


lent prospects for ambitions youth in 


Progressive organisation 


Box 8027 Ad. Weekly 180 Fleet St BC4 


entertainment 
Retouching, lettering and 
Excel- 


ARTIST 


_ required for 
FINISHED DRAWINGS 
A man with at least six years’ ex- 
perience of black and white finished 
drawings and who is capable of 
really highly finished work would 
find this an interesting and varied 
job with good salary and excellent 


conditions. 
Phone RIV 2040 Ex 1094 


MARKET 


and experience. Pensionable post 


Applications are invited from gradu- 
ates, preferably in Economics, who 


have a minimum of three years’ 


ence in market research work. Apply 


stating age, 


RESEARCH ASSISTANT 
required by large industrial company 
near London. Salary according to age 


able to produce slick presentation 
roughs and work in close co- 
operation with senior visualiser. 
Knowledge of typography and 
reproduction an asset. Write giving 
details of experience salary 
required to . 


CREATIVE DMECTOR 


GREENLYS LTD. 
9 Berkeley St., London, W.1. 


CENTRAL OFFICE OF INFORMA- 
TION. Typographer required capable 
of accurate castofls for high<lan 
magazine, booklet and folder work 
and thoroughly ovpversam with modern 
type faces. Some practical experience 
as compositor preferable. Pout graded 
Temporary Asmeataret Information 
Officer; salary scoordimg age and 
cupericnce thing w £945, men; and 
£610, women Write giving date of 
birth, education, full demi of 
qualifications and experience of pout 
held (incuding Gotu) © £.C.1599 
Appoinumenss§ (fficer 
Labour end WNethonal Service, 14 
Tavistock Square, W.C1, by 15th July, 
1954. No orginal testimonial chould 
be sem. Only candidates slected for 
interview will be advised 


| 
| 


Jury 1, 1954 


APPOINTMENTS VACANT 


EDITORIAL 
PUBLICITY ASSISTANT 
required 


by well-known plastics manufac- 
turers. Work mainly concerned with 
production of articles and informa- 
tion for technical and general press, 
and sales literature ; but also some 
general publicity activity, exhibi- 
tions, etc. Essential qualifications ; 
ability to assimilate semi-technical 
data and translate it into simple, 
attractive English, some similar ex- 
perience, initiative and imagination. 
Additional desirable qualifications, 
knowledge of plastics and/or engin- 
eering. This is a post of considerable 
interest and variety, suitable for a 
young man wishing to enlarge his 
sphere of activity. 

Write giving full details of education, 
experience and salary required to: 
Box 8043 
Advertiser's Weekly 180 Fleet St EC4 


ASSISTANT for Advertising Department 


of leading radio and ciectronics com- 
Pany Previous experience in adver- 
tising department of agency cmential. 
Some tcchnical knowledge an advan- 
tage. Ase) 3 approximately 22-25. 
Salary according to age and qualifica- 
tions. Write giving full details of 
age, previous experience and qualifica- 


tions, to 
Box 8021 Ad. Weekly 180 Pleet St EC4 


JAMES DAVEY SITES LTD. 
require competent 
POSTER SITE 
NEGOTIATOR 


for Greater London area. 


Write in first instance giving deteils of 
salary wed, ot¢., tor 


100 Victoria Street, $.W.1 


ADVERTISEMENT MANAGER of 


monthly wade journal urgently requires 
eficiem secretary with speeds. 
Knowledge of make-up an advantage. 
Interesting position. Hours, 9.30 to 
5.0. No Saturdays. Details to 

Box 8050 Ad. Weekly 180 Fleet St BC4 


Progressive 
LONDON AGENCY 


requires 
CHIEF 
COPYWRITER 


He should be a man of personality, 
preferably aged 30-40 with ideas 
and the ability to put them across. 
He must have agency experience, 
be able to handle people and be 
able to run his department. 

The job offers first-class oppor- 
tunities to the right man. The salary 
would be in the region of £1,000 
per annum. Please write giving 
full details of experience, etc., to : 


Box 8032 
Advertiser's Weekly 180 Fleet Sx EC4 


"Phone your Classifieds to CHA 8844 (Ex 25) 


TECHNICAL ILLUSTRATOR required: 


Practical ezperience of technical illus 
trating for catalogues, sales brochures, 
epere parts tics, etc. Good welfare 
facilities, five-day week, staff pension 
scheme, excelicnt recreational facilities. 
Box 8020 Ad. Weekly 180 Fleet St BC4 
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Juty 1, 1954 iii ADVERTISER'S WEEKLY 


CLASSIFIED ADVERTISEMENTS 


VERS! 
COOKS APPOINTMENTS VACANT iM APPOINTMENTS WANTED [imiiewabshtaihbedtenthtiepebband 
/ ining, direct 
GENERAL ARTIST, with 20 years’ ex- cal eam oon cane os 1 
j | ing f perience; roughs, finished art, packing in sending us en enquiry. 
are } design, lettering and figure, seeks posi- 
1 A COPYWRITER Ww ADVERTISING tion, £750 p.a., om of London, UINCOLNSIERS  CopOINGLs 
HO | Box 8037 Ad. Weekly 180 Fleet St BC4 Woterside Line 
IS A VISUALISER REPRESENTATIVE | oc Totophones Unesks 648 
TYPOGRAPHER 
AN TIST WHO required requires part-time job 2/3 days a week 
‘ Ae an IS oo ; London area, OLD ESTABLISHED, well-equipped 
a Southern Rhodesia Box 8038 Ad, Weeky 180 Fleet St BC4 frm of Printers with solid reputation 
or good cas work «# prompt 
a A eaten Gnas CENTAFRICAN PRESS cao haves service, has capectty for smal! — 
vacancy for another live space journals. Enquiries promptly at 
ae ORG ISER who is capable of earning 8 good income FREE LANCE SERVICES to Telephone: Bishopsgate O881 or 
AN AN on o> “on = We pe, te Lynn & va? nog: Le., 
‘ are only intere in @ man nows 3 8G Oa 7/9 Princelet Street, London, E.1. 
if any of these jobs his advertising and is in & position to Orreaet it 
: | 4THO PRINTING. For 
saterans yom write advine potential advertnar on the best | arena DRAWINGS highest quality | work, reasonable 
to the u cit To § “a ueble rom trade mark to poster carriec ivery dates and competitive prices 
Thos y ee — "hie te out by free-lance artist with long try the West Yorkshire Printing Co., 
Manager, . Cook » oe Gees seme oe & National ~ Lid., Wakefield, London Represents- 
& Son, Ltd., Berkeley one te tll ee ee St ee 
Street W.1 rked We would suggest that interested appli- Box 8045 TEMple Bar 6163 
q ’ . oe ma cants should visit Rhodesia House, Strand, i 
Personal,” stating where all CENTAPRICAN , paess Advertiser's Weekly 180 Fleet St EC4 ACCOMMODATION 
bli can inspected and peru 
experience and salary Srteoe coadine falline Game aaa tes , . 
FIRST - CLASS FREELANCE RE 2,070 SQUARE FRET available shorily at 
required. The Advertisement Director TOUCHER requires further cea. te woe Quathy Court, Chancery 
CENTAFRICAN PRESS Box 8040 Ad, Weekly 180 Fleet St BC4 Gund Pia ta te te ee 
ADVERTISING DEPT. of group of P.O. Box 1604, Salisbury SALES LETTERS any time 
. ‘ 4 and all Direct Mail 
——_ Sn gy y EB =, interviews will be arranged in London copy, design, artwork, print and mail- SALES AND WANTS 
temporary styie and practical turn of for AUGUST—SEPTEMBER. ing services. Top-flight group offers 
bare io auies eae. quae sparkling work (o agencies and national 
and salary required to ° cones DESIGNERS (Exhibition) A leading advertisers. r WANTED. Machine automatically dis- 
Box 8054 Ad. Weekly 180 Fleet St BO4 firm of exhibition contractors re- Box 8041 Ad. Weekly 180 Fleet S: BC4 plaviaw © mumiber of photographs one 
: one suita or window, showroom 
a yeah, td i,k, DIRECT MAIL. Specialist writer /planner or exhibition use, Pearce, 14 Merchant 
F. Austin & Sons Lid., 188 Blythe available freelance basis. Street, Bristol, | 


Road, W.14. SHEpherds Bush 2201. Box 8051 Ad. Weekly 180 Fleet St BC4 
LEADING ADVERTISING AGENCY | | youcwen CLERK required by West | pa BUSINESS OPPORTUNITIES 


, YOUT ARTIST (2x, Pig.) 
End agency. Would suit imseiiigent in folders and brochures, com- | ADVERTISING CONSULTANT can now 
wants girl a j —— nag but missions. handle two or three More accounts. 
not essential. No Sats. rite, edia " 
Messer, A. M Walden tak. 96 Box 7601 Ad, Weekly 180 Flee: St BC4 Box 8042 Ad, Weekly 180 Fleet St BC4 


° Moun Street, W.1, COMMISSIONS = wait! for flight 

LONDON’S soe — MISCELLANEOUS Rgure arta W. "Parties, Artin 
VER PRODUCTION , , 

BEST TYPIST reauived, wall educated ond interested io | | TUIND PRINTERS will find the Paver. | Si@S@L 1M DOU aaa 


Castell (German) Typographical Rule 
We wil pay good salary || | Sezescmesem eae || eat teat mmm 
e will pay a g salary 25-30. State age and salary required. aus ie wae ae tam 6 te See June 10 issue of ADveEr- 
to someone who takes pride heverttenr'e Gal ‘thy 100 Fleet St EC4 Roig cit ccotimmser vues” Slee | | TISER’S WEEKLY, pages 550, 
i ; 13 in « 34 in, Price ils, 6d, plus 6d. 
in doing clean, accurate, well- _—_———— - — postage. Langford & Ht Lad.,'9 Wars 551, 552, for the Monthly 
displayed typing. Experience with accounts and wages, Preference ed vit te om e Trade and Spe- 
given to someone having experience UPS AND GIRLS cialis ications Section. 
of 1.B.M. Executive machine an printing and advertising. § Renart — nd ad ay - ts, Fo ~4 , ~ - 
Studio, EALiag 3362/4644, oes tage Bp nll July 8 will be the next issue 
advantage b . ate tial ticulars of these =“ our enormous 
iu . A ap model files apply Phillip Gotlop Photo- . ini 
: ssen MALSTRATOR for Technical — meee Lined 36 Haken Caos containing this Register. 
Modern offices; 5-day week ; London area. Experience of artwork Street, London, W.8. WES. 4130. 


and circuit diagram preparation desir- 


lunch vouchers; holiday this || able. Excellent, proses a a ce COURSES 

year. 

Please type your application || GUGM AM EAAIRAL UL) 
and give full details about Alert end is oe and A.A. and LLP.A. EXAMS 


yourself. advertising executive (36) SUMMER TERMS FOR SUMMER STUDY 


desires position of advertising and publicity 


manager with manutacturing house of other 


All letters will be answered. nations! advertiser. Sound knowledge of For a limited period ICS Home Study Courses in preparation for the 
Box 8048 "Ealing ond guar po. mag _ above exams are available at reduced fees! These practical and up-to-date 


courses have been prepared by experienced and successful advertising 
men with your special needs in mind. Start this training now and you save 
precious time—and money ! 


Box 8039 
Advertiser's Weekly 180 Fleet St EC4 Advertiser's Weekly 180 Fleet St EC4 


ARRIVING FROM SOUTH AFRICA 


in August, young man 21 years old, help many advertising men and women have 
A VACANCY EXISTS for an outdoor secks position in advertising agency as Every ver with our be 
=. in the Media department of a junior copy-writer or copy-contact man. become Associates of the IiPA or AA diploma holders. This is your chance to 
est End Advertising Agency. Would Three years South African advertising nimum cost | 
- an inspector with ambitions. experience. English public education prepare for future success at the mi to yoursell | 
rite full details to London University matric, Prospects . Lok ART 
Box 8030 Ad. Weekly 180 Fleet St BC4 not remuneration the main salient. a also give specialised training the ae id 
Imerested persons please write— J. H. STER SIGN, LETTERING and SIGN WRI , 
JUNIOR required as essistamt to proof Growse, 16 Muir Road, Mill Park, ons 
reader and general duties in typo- Port Elizabeth, South Africa Write TODAY for free book containing information about 
graphical department, must be good at instructi i and details of 
English and interested in typography or PUBLIC RELATIONS opening sought by ow for ow 
proof reading as a career. Young & keen hard working young man with Special Summer Term Offer. 


Rubicam Lid. HYD 6757 Press and 2. a 5 
Box 8036 Ad. Weekly 180 Fleer St BC4 
FREE INTEREST. We need Adver- 
tising Salesman for export journal. The “HAND - PICKED” SECRETARIES DEPT. 2¢ INTERNATIONAL CORRESPONDENCE SCHOOLS 
right man will get an interest free. available. The Wi INTERNATIONAL SULDINGS, KINGSWAY, LONDON, W.C.2 
Box 7880 Ad. Weekly 180 Pleet St BC4 Wigmore St., W.1. 


lgmore Agency, 67 
HUNter 9951/2/3. | 
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ADVERTISER'S WEEKLY Tuurspay, Jury 1, 1954 


S. a copy 
REGISTERED §2/6 a year 
T G.P.O. AS A Post free 
NEWSPAPER 55/- (overseas) 


STOP PRESS 


National poster 
survey planned 


Industrial a eee Me es 


Ltd. 45,000 Greater London sites 
already surveyed. Preliminary re- 


Catering 


and the 


oe “Evening — Z 
‘our years. ’ 
Willis, named —B — 


Top 


Executive 


A special series of articles on Industrial Catering, 
written exclusively for ‘'Business'’ by Winifred 
McCullough, Senior Catering Adviser to the Industrial 
Welfare Society, will commence in the September 
issue. The series will be of great interest to the Top 
Executives who read "' Business "’ and will afford an 
excellent opportunity for advertising all types of 
Industrial Catering Equipment and Services, 


“Business '’ readers are a powerful market for every- 
thing which sells to Industry and Commerce. 91°, of its 
subscribers are Chairmen, Directors and Senior 
Departmental Heads—72”,, of them direct actual 
manufacturing enterprises and a further 27°, control 
distributive concerns. They cover British Industry 
and Commerce throughout the world, and when they 
buy, they BUY BIG, 


SELL TO THEM THROUGH ‘Business ’’. 


of the 
president, Sir Guy Harrison. Other 
officers: vice-chairmen, E. C. Field- 
Monthly Sales (AB.C.) send and Sir James Waterlow ; hon. 


Business ie 


ssocia- 
tion, criticised Board of Trade for 
BUSINESS PUB TEL: CHAncery 8844 “unco-operative attitude” on Mer- 


Published by the Proprietors, BUSINESS PUBLICATIONS Lid., at their office at 180 Fleet Street, London, E.C.4. (Phone: 
July 1, 1954. Pringed in England by Keliher, Hudson & Kearns Lid., 15-17 Hatfields, London, S.E.1 
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inet . ~ — number of posters issued by each 
4 jes ~~ ,—r x , advertiser in product groups and 
a oh a “ - g a indicates contractors concerned. 
ec 4 - er =" 4 Sketch maps have been made 
: "ee i P . : : f showing poster concentrations. 
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ae % : = oi . . The Statist” celebrates 75th 
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> aN — ; et issue including 80-page special 
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ee : ~ Beis el A. G. Salter, general 
ise Yor earlier Streets, 
; | Tie elected to the board of Townend- 
‘a Smith & Hardy Ltd. He joined the 
ae company in 1951 and now takes the : 
ae ae place of D. H. Pexton who has 
oe ee retired from the board. C. J. 
ions Maltby has joined the firm as 
i J - s 
ie Samson Clark & Co. have been 
ee appointed to handle the 1955 ad- 
j = vertising —r a for Thomas 
: i Green & Sons Ltd., the Leeds lawn 
sae mower and road roller manu- 
* ma facturers. 
caged Wilfrid 1. Gabriel has been ap- 
EY fle. paper ter years 
; - with the “News Chronicle.” 
te ae Aut Bureau of Circulations , 
se mo to-day (Thursday) to 40-43 
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a e tion for Freeman, Hardy, Willis 
‘Oe caf Lid. Over one million leaflets are 
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oe —___—_ 
ae New chairman of Pack- 
as a aging” & Allied Trades’ Wescarch 
be, ‘ Association is Eric J. Harrison 
ie ; Treasurer, ; i onnen; new 
pee members of Council, Dr. A. J. 
i. a re EXCEED Kieran and G. B. Scott. A report 
, ae | of the 24th annual meeting and 
or TS SS. ESOC Ce - luncheon will appear next week. 
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